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FOR ONLY AYEAR! 


With a G-E Monitor 
Top refrigerator, 
purchasers get the 
standard 1 year 
warranty... PLUS 
4 years additional 
protection on the 
sealed-in-steel mech- 


anism for only $5. 
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HORTO 


BUILDER OF AMERICA’S FIRST 
WASHING MACHINE 


in new beauty of line and color... with many features in keeping with 
rton’s 63-year reputation for advanced design and construction . . . priced to give 
smashing emphasis to the extra value embodied in every model... this 
complete new Horton line offers an outstanding opportunity for profitable sales in 
every section of the market. For complete information, without obligation, write now 


HORTON MANUFACTURING COMPANY, 502 FRY STREET, FORT WAYNE, IND. 


THE EXCLUSIVE HORTON 4-roll 
Auto-Safe Wringer (below) combines 
automatic safety with greater ease 
and efficiency in wringing. A feature 
of dramatic power in cosing sales. 


Horten No. 11—Standard size porcelain 
tub, partially corrugated; balloon 
wringer; 12-inch agitator, 4 wings; high 

motor. 


Horton No. 12 — Large corrmmgated tub of 
porcelain; balloon rc il wringer, top lever- 
release; 3-wing long stroke agitator; siow- 


speed mechanism; rubber mounte speed mechanism; rubber mounted motor. 


Horton No. 13 — Oversize corrugated 
tub of porcelain, enclosed in steel jacket 
with insulating air-space between. Chro- 
mium splash ring and trim; 4-roll Auto- 


r 
Morton Ne. 14— Oversize corrugated tub nan Swine built-up center Horton No. 16—Identical with model No. 
pas el ain, splash ring; new eter; sealed slow speed mechanism, rub- 12 except four- 
= ar release; new 3- mounted motor. America’s finest engine, single cylinder, air-coole uilt-in 
ing built-up center fin, long stroke 14-inch washer by America’s first builder! neto, with Separate oil and gas 
agitator; sealed slow speed mechanism, tub- convenient pedal starter. 
ber mounted motor. s 


Jl electric models may be had with power 
Grives drain pumps at slight extra cest. 


A GOOD NAME FOR 63 YEARS | 
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K. C. LAUNDRY OFFERS 
FREE WASHING TO 
MACHINE OWNERS 


OSSED up on doorsteps of Kansas 

City, Kan., householders last month 
was the following proposition: “To 
every woman in Kansas City, Kansas, 
we will give free laundry service for a 
limited time,” declared the Faultless 
Laundry & Dry Cleaning Co., in an ad- 
vertisement in Home Town Spirit. We 
are collecting facts on the cost of home 
washing, the copy read, and for your co- 
operation in filling out a questionnaire 
we will launder free any of the follow- 
ing items: 

6 sheets, or 

2 pair curtains, or 

2 sheets, 2 pillow cases, 1 bedspread, 
4 doz. towels, or 

1 set table linen, 1 table cloth, 12 
napkins, 4 doz. kitchen towels. 

Only people owning washing ma- 
chines could enjoy this proposition. On 
request, a questionnaire was sent out 
bearing such questions as “What did 
your washing machine cost, etc.” 


BROOKLYN HAS AN 
APPLIANCE BUYING 
CENTER 


Ten National Manufacturers 
Located in Same Street 


NE of the often overlooked elements 

in appliance merchandising is the 
advantages to be obtained from locating 
in an area, or shopping section, devoted 
to your business and therefore identified 
with it by the prospective customer. 

The automobile people were quick to 
recognize the value of such a set-up and 
today most of the principal cities have 
their automobile row. Showrooms over- 
lap for blocks and the mass effect cer- 
tainly spells automobiles. 

One such appliance set-up that has 
been brought to our attention is in Flat- 
bush Avenue, Brooklyn. It took a smart 
real-estate operator to capitalize on the 
situation. He has published a folder 
describing this short stretch of Flatbush 
Avenue with its 2,560,401 buyers and its 
billion dollar purchasing power. He 
calls the roll of all those nationally ad- 
vertised products which are displayed in 
showrooms within sneezing distance of 
each other: Kelvinator refrigerators, 
Frigidaire, Electrolux, General Elec- 
tric and Westinghouse ; Commonwealth, 
Delco, Kleen-heet oil-burners and Singer 
Sewing machines. In addition, there are 
one or two independent dealers. Auto- 
mobile showrooms are nearby—so those 
customers with major equipment pur- 
chases to make can hardly overlook this 
shopping section. 
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TELL HER THESE FACTS 


e> The real purpose of a wringer is to 


extract the maximum amount of soiled 
water and loosened particles of dirt from 
garments after they have been thoroughly 
agitated in the cleansing suds or rinse 
water. And the more you wring your 
clothes under correct pressure the cleaner 
they'll be. Thus, the Lovell Pressure 
Cleanser is MORE than a device to dry 
clothes for the line. It is the mechanism 
that completes the cleansing process. 


QO The Lovell Bar Release provides the 


utmost in protection, convenience and 
dependability. It is the most sensitive 
safety feature ever developed. A minimum 
amount of pressure (push or pull) of any 
part of the body at any point of either bar 
immediately releases the entire top- 
assembly. The release is instant and com- 
plete AT BOTH ENDS... regardless of the 
amount of pressure. This exclusive Lovell 
feature is patented. All parts released 
are tied together . . . therefore, reassembly 
is so simple as to be almost automatic. 


b % The pressure mechanism of any wringer 
is ALL-important. In the Lovell, any 


pressure you desire is obtainable. You 
simply tum a screw that operates against 
the center of a semi-elliptical spring made 
of the finest oil-tempered steel. This con- 
struction creates equal pressure at both 
ends of the roll. With Lovell ADJUSTABLE 
pressure, a single dainty garment or the 
heaviest clothing may be wrung equally 
dry and without injury. « « « « « « 


tp Lovell wringers are built to give many, 


many years of service. The interlocking 
frames are electrically welded. No rivets 
are used. The entire frame is stamped from 
bright-finish, cold rolled steel, rust-proofed 
by the Cadmium process. This is the proc- 
ess used by the United States Government 
to plate the metal parts of seaplanes 
that come in contact with the highly cor- 
rosive salt water. « « « « « « « « 


Lovell Pressure Cleansers are equipped 
with rolls made in Lovell’s own factory. 
Lovell rolls are made of resilient, live rubber, 
scientifically compounded to prevent 
slippage and to give years of satisfactory 
service. Built into both ends of every Lovell 
roll is a washer of hard rubber. This 
prevents the formation of rust and resists 
the wear of end thrust. Lovell rolls revolve 
in wear-resisting wood bearings impreg- 
nated with a non-soiling lubricant that 
endures for the entire life of the wringer. 


For more than a half century the Lovell 


G Manufacturing Company has been dis- 


tinguished as the only company in the world. 
that builds complete wringers in one plant. 
This insures well balanced construction 
and uniform quality throughout. For this 
reason most makers of high-grade washers. 
use Lovell Pressure Cleansers as standard 
equipment. Lovell Pressure Cleansers have 
the approval of practically every domestic 
science research laboratory and are 
nationally advertised. « « « « « « 
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UNTAPPED DOLLAR PROFITS 


dn your customers’ homes” 1 


24 out of every 25" of them are 
prospects for Timken Oil Heat 


*(National averages ) 


There are untapped Dollar Profits in the homes 

in your selling territory, if you work them 

with the leading Oil Burner—Timken. There 

is “opportunity” here to make up for the 
decrease of profits in your other lines. 

You are the logical merchant to reap these profits. 
You have specialty selling experience and the right 
set-up. Timken Silent Automatic is a specialty—with 
features that justify specialty selling. The market is 
literally virgin. Of every 25 homes the country over, 
only one has oil heat—24 are prospects for Timken 
Silent Automatic. 


TIMKEN 


OIL HEATING 


Timken Silent Automatic stands at the top in this 
market—with a name and reputation of priceless value. 
Being the leader in quality and sales, it is the line that 
will sell most easily. It will build your dollar volume 
quickest because it pays a worthwhile profit. 


Timken Silent Automatic offers a proved line and a 
complete and successful plan of cooperation and guid- 
ance which includes invaluable assistance in financing 
both inventory and time payment paper for those who 
can qualify. 

Timken sales franchises are now available in many 
territories for the first time in our history. Write, wire 
or mail the coupon—at once—for complete details of 
this profit-making opportunity. 


The Timken Silent Automatic Co., Detroit, Michigan 


MAIL THIS, COUPON 


ee 


The Timken Silent | ufomatic Co. 
168 Clark Aven dL it, Mich. 
“J det@ils of your 
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| am you are not making a satisfactory return on 
your investment of time, labor and money with 
your present electric refrigeration set-up why not 
see if the Kelvinator sales agreement, which is 
regarded as the most desirable and profitable in 
the Industry, is available in your territory. 


if_ your store is as empty of prospects as 
a baseball park on a winter afternoon — why not 
try to get Kelvinator and enjoy an established 
public acceptance —an ever-increasing demand 
that has been built up during the past 20 years, 
the longest experience in the Industry. 


- losing sale after sale because your 
present line is incomplete — investigate Kelvinator, 
where you will have the most complete line in 
the industry—and not only the most complete, 
but also the finest, with more noteworthy sales 
features than on any other electric refrigerator. 
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if - your present franchise isn’t giving you the 
help and backing of dominant national adver- 
tising — see if you can get Kelvinator and have 
behind you one of the largest and strongest 
electric refrigeration campaigns, bgth in lead- 
ing magazines and newspapers, in the industry 


= are not getting merchandising and 
sales promotion helps that actually get prospects 
—make sales—and build up your profits—talk 
with Kelvinator and find out why Kelvinator’s 
Local Leadership Plan is regarded as the finest, 
most effective sales assistance ever developed. 


1 f_ you are not making the progress and profits 
you should — if prospects don’t look any bright- 
er for the future—see if you can get Kelvin- 
ator, where you will have everything necessary 
to make this Summer, this Fall, and the com- 
ing year a record-breaker for sales and profits. 


bw 
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LETS TALK 


We would welcome the opportunity 

to talk to you about Kelvinator—to 

show you the many features of the 
beautiful 20th Anniversary Line—to ex- 
plain the policies of the company 
behind this great line—and to 
give you full information about 
all the other phases of the Kel- 
vinator sales agreement. 


Of course, this does not obligate 
you. Neither does it obligate us, 
because we are just as much 
concerned about getting the 


OVER! 


best representation as you are about getting 
the best franchise—and we are making 
association only with those dealers who 
are qualified, in every respect, to take ad- 
vantage of and cash in on the 
opportunity Kelvinator offers. 
We will be glad to talk with you. 
KELVINATOR CORPORATION, 
14250 Plymouth Road, Detroit, 
Michigan. Factories also in 


London, Ontario, and Ww 
London, England. 


(864) 
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Your 


are learning 


EXCLUSIVE CIRCLE OF IRONING CONVENIENCE 


* Three big national magazines are telling the big story of 


iyi FF the Proctor Heat Control Speed Iron in your community! 
SPEED IRONS * isa compelling, true story of faster, easier, more com- 


$795 r $ 525 fortable ironing . . . trouble-free, SAFER ironing! 


2 = * it's a forceful story that means more customers, quicker 


for old iron) allowance) 
% 'MPORTANT NOTICE turnover, bigger PROFIT for you! Compare Proctor's exclusive 
You can sell the 1000 Watt Speed 

features, point for point, with any other iron! Figure the profit 


iron and still make your regular 

markup. Special offer for June, July possibilities...the customer satisfaction. Be ready, with Proctor. 
and August with extra discount for 

promotion. For details, get in touch 


with your jobber or write direct. ORDER FROM YOUR JOBBER OR WRITE DIRECT 


PROCTOR & SCHWARTZ ELECTRIC CO., PHILADELPHIA 


‘irm Heel Re it-in Switch 
4PROCTOR 
1 
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There will be profits made 
by dealers on electric 
fans this season 


PROFIT 


for You 
on one order 


ONE IDEAL DEALER 
ASSORTMENT OF HIGH QUALITY WAGNER FANS 


This assortment is just large enough in dollar volume to entitle 
you to the maximum discount of 35/5%. 


NOTE: The dealer discount is 35% on quantities that total less 
than $50 net billing. It is 35/5% on quantities that total $50 
or more. Thus you earn an extra 5% on the list, by ordering in 


This assortment also weighs enough to entitle you to freight 
allowance, therefore, the freight will be prepaid. 


With this assortment we will send: 
1... size 13” x 22° Window Display Card 
100 Booklets, size 3” x 6” which will carry your imprint. oe i 
Fill out and mail the coupon. : 


Wagner Electric @rporation 


6400 Plymouth Avenue, Saint Louis,U S.A, 


Less 35/5% discount net $50.17 


F134-1A 
s 
Wagner Electric Corporation, ° 23 
6400 Plymouth Ave., St. Louis, U.S. A. 
Please have shipped to me, freight prepaid, from your Signed are 
nearest warehouse, the assortment listed below. 2 2 a 
8” Non-Oscillators LIST $ 4.60 ea. TOTAL $18.40 Se”? 
, a 10” Oscillators LIST 12.95 ea. TOTAL 38.85 = = £ 
1......12” Oscillator LIST 24.00 ea. TOTAL 24.00 Address 
TOTAL LIST PRICE $81.25 ew Sa 


NOTE: 


sheet. 
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Sunlight ‘‘Workshop Special.” \%, 4, 
\% h.p. AC or DC operated. Complete 
with cords and plug; switch optional. 


a 


ELECTRIC 


Sunlight ‘“‘General Purpose.’’ Noted for 
long service and quietness. Used by 
62% of the washing machine manu- 
facturers. i, 4, 4 h.p. either AC or DC. 


base mounting, wool-packed bearings, 
non-spillable oil well. 4%, 4, % h. p. 
Quiet,vib A up ior pr 


Sunlight “Green Flash” high-speed, 
dual-wheel, ball-bearing grinder. 3450 
r.p.m. Guards, tool rests, cord, switch. 


11 


For years sales help dealers 


Consistently, since 1915, Sunlight electric motors have been standard equipment on well-known washing machines 
... until today Sunlight finds itself in the enviable position of supplying electric motors to more than 62% of the 
country’s washing machine manufacturers. Sunlight is favorably known to the dealer as well as the manufacturer, 
for Sunlight motors live up to their reputation for quietness and dependability. In fact, so efficient are they—so 


perfectly designed and so accurately manufactured that replacements and warranty work are practically unknown. 
Sunlight is proud of its record of participating in virtually all of the improvements covering switch design, rubber 
mountings, lubrication, bearings, etc., which are now the common property of the industry. Proud, too, of its. 
19-year record of being a distinct aid to electrical dealers in the sale of those appliances that are Sunlight-powered. 


SUNLIGHT ELECTRICAL COMPANY Y 


WARREN OHIO 


AD 
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MERCHANDISING 


ELECTRICAL 


only change we're making in Electrical Merchandising. 
The whole magazine is being restyled—new format, new 
typography, new arrangement of material, and a unique 
editorial style. In other words, we've brought out a new 
model magazine, just as the appliances you sell today are 
new models. 


in the circulation of Electrical Merchandising. This 
month some 19,000 men are holding a copy of Elec- 
trical Merchandising, the same as you are. Next month 
25,000 men will be holding a copy of the NEW Electrical 
Merchandising. This is a 31% increase in the audience 
that this magazine will reach. And if you don’t think 
6,000 additional readers for Electrical Merchandising is 
something to shout about, we'll turn you over to our 
comparison-maker who says that 6,000 people would just 
about fill a theatre like Radio City Music Hall in New 
York, with some left outside on the sidewalks. So there! 
These 6,000 new readers of the NEW Electrical Mer- 


chandising will be siiade up>largely of electrical 


Bi: that isn’t all. Equally important is the change 


merchants—storeg which have, recently entered the selling 
of appliances, even though theytmay Hie been selling 
other wares for yeats and years. The\gey readers come 
from department stores fOrniture stores,” housefurnishing 
stores, hardware dealers, chain stores and other so-called 
non-electrical outlets. Other new readers come from the 
newer crop of specialty sales organizations. 

Frankly, we hope that we'll be able to do for these 6,000 
new readers just what we’ve done for the older 19,000 
readers—help them become better electrical merchandisers 
—better sellers at a profit of things electrical. At any 
rate, the opportunity we have is inspiring, because our 
editors will be addressing the largest audience of worth- 
while electrical merchants ever assembled by any magazine 
—25,000 of them. 

To be sure, it isn’t only the editors of Electrical Mer- 
chandising who each month address the readers. This 


typography and more colorful ‘illustrations, and all those 
things so precious to advertisers. 
We're “Mother’s Little Helper” to manufacturers who've 
Prplicable investment—at least 
‘including among our readers 
; s electrical, whether 


all the worthWhile retai 


they be or dealers, furniture 
stores, or ce Statiyns, t ‘or small town dealers, 
the NEW Electrical Merchandising is saving manufac- 


turers time and money. No longer does an electrical 
merchandise factory need to advertise its wares in many 
separate trades, through many different trade papers. 
Now, with the NEW Electrical Merchandising one adver- 
tisement will reach the whole field. That's pretty efficient 
advertising and selling, they tell us. 


UT, heavens! Here it is, almost the bottom of the 

page and we haven't yet told you the whole story of 

the NEW Electrical Merchandising. Maybe that’s 
just as well—you want to be surprised when you open up 
your June issue of the new magazine. But we must at least 
mention the 85 field circulation men who are covering the 
country selecting the new readers for the new magazine. 
They’re doing a fine job and could easily get sore, if we 
didn’t make them a bow. Maybe, too, we ought to say 
in passing that the advertising rates of the NEW Electrical 
Merchandising will be most economical, on the bare chance 
that some of our advertisers will be reading this page. 
But that’s really all we can say now. Just watch out for 
the June issue of the NEW Electrical Merchandising. We 
think you'll agree with 24,999 other readers that it’s a 
genuine achievement in the business magazine field, both 
as an editorial service and as an advertising medium. 


Thank you! 


The McGraw-Hill Publishing Co., publishers 
of the NEW Electrical Merchandising. 


The NEW Electrical 
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“Electrical Merchand 


into 


NEW 


MAGAZINE 


Dear Readers: 
HIS is the last issue of Electrical Merchandising in 
Tis present form—the kind of magazine you're hold- 
ing now. Next month a NEW Electrical Merchan- 
dising will be born. Next month, just about this time, 
you'll be holding the new baby. 

We think you'll like the NEW Electrical Merchandising, 
when it makes its bow i --But)rather than keep you 
waiting till June, may 
new magazine now? 

The NEW Electrical MePchandising will be twice as big 
as the old magazine. That = high, 1 of each page being 


7 inches wide and 10 inches high, as it is now, its type 
size will be 10} inches by 15 inches, or about the same size 
as two of these pages in the magazine you’re now reading. 

Our editors will be able to publish a far more interest- 
ing magazine for you in this new size. They claim for 
the new big size more attractive layouts, a chance to use 
more and better photos and a quicker reading magazine— 


more like a newspaper. But a larger size alone isn’t the 


magazine has advertisers—bless them! And just as the 
NEW Electrical Merchandising will mean a better deal for 
readers, so it will mean a better buy for our advertisers. 

For one thing, more dealers will read the advertisements 
in the next issue of Electrical Merchandising—6,000 more 
dealers. All the readers, old and new, will find it harder 
to ignore the advertisements. Reason? Well, instead of 
segregating our advertisements away from our editorial 
material, most of the advertising will appear on the same 
page as editorial material, or facing it, or very near to it. 
(You'll always know which is editorial material and which 
is advertising, of course; but we do feel that manufacturers 
will write better, more attractive, more “newsy” adver- 
tisements when they’re in direct competition with our 
sparkling editors.) 


ATURALLY the new large page size of the NEW 
Electrical Merchandising will help the advertiser, 
by making possible more striking layouts, better 
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THE VOSS 


Makes it easy to sell 
HIGHER PRICED MODELS 


Yes, our tested 3-point program actually makes it easy 
to sell even the higher priced models. The exclusive 
VOSS features on the higher priced models are so 
outstanding that women gladly pay the few extra dollars. 
The electrically operated Safety Guard Wringer alone 
puts VOSS in a class by itself. VOSS dealers all over 
the country are now taking advantage of our 3-Point 
Program and are increasing their washer profits. 


sales feature — (the Hand-Washing Method) — which 
makes the VOSS stand ahead of all competition in the 
low-priced field. 


Stepping up is not a problem with the VOSS. Women 

ad gladly buy the highest priced VOSS, for its low operating 
cost and in order to secure the protection of the elec- 
trically controlled Safety Guard Wringer which vir- 
tually prevents washer accidents. 


? VOSS furnishes dealers a tested sales program which 
is certain to bring buyers into the dealer’s store. A 
demonstration of the many VOSS features will turn 
prospects into customers. 


- ] All VOSS Models, regardless of price, have an exclusive 


Models Higher in South and West 


‘ 
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MAKES IT EASY TO SELL 
HIGHEST PRICED VOSS 


The exclusive VOSS Electrically Controlled Safety 
Guard Wringer is one of the most impressive sales 
features ever offered on any washer at any price. 
This wringer gives absolute protection to the oper- 
ator and is the first and only electric safety wringer 
to receive the approval of the Underwriter’s 
Laboratories, as well as Good Housekeeping Insti- 
tute. . . And it’s easy to demonstrate this amazing 
safety wringer. When the Safety Guard, which 
entirely surrounds the wringer, is tripped up by a 
mere finger touch, or contact with any part of the 
operator’s body, the power is immediately cut off 
from the entire machine. The pressure between 
the rolls is instantly released and both the wringer 
and the washer automatically come to a dead stop. 


Write for Full Information About 
VOSS Dealer’s Franchise! 


Write for full details about the exclusive VOSS Dealer’s 
Franchise. Act Today and profit by the 3-Point Sales Program 
which makes it possible for you to sell washers on a really 
profitable basis. 
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VOSS BROS.MFG.CO. 
DAVENPORT. 10WA 
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packaged for Modern Merchandising 7 


Air conditioning—once a com- 
plicated engineering job, is now 
a clean-cut electrical appliance 
—thanks to De La Vergne 
engineering. 

Not merely a room cooler—don’t be 
confused. A unit that gives all the 
elements of complete air condi- 
tioning, that brings in fresh air, 
filters it, cools or heats it, increases 
or decreases humidity and main- 
tains constant circulation. Com- 
fort from an electric power socket. 


Self-contained—in fact. Not merely 
one unit of a piped system with 
compressors remotely located 
behind walls or in basement. 
There is no auxiliary equipment 
required, no connections to water 
mains and drains, no building 
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alterations required. It can be in- 
stalled with equal ease on the first 
floor of a residence or the fortieth 
floor of a skyscraper. Simply 
placed in front of a window or 
some other access to the open air, 
it is plugged in, turned on and 
enjoyed. It’s all in the cabinet. 
There isn’t any more. 


Everyone wants air conditioning. 
The desire for human comfort is 
universal. Its business building 
value has already aroused wide 
interest. Here is a great market 
now ready for development. Here 
is a product, “packaged” for real 
promotion and profit. 


DE LAVERGNE ENGINE COMPANY 
Sales Agent for Baldwin-Southwark Corp. 
PHILADELPHIA 


DE LA 


The 
VERGN 
Air Conditioner 
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In Hotels and Restaurants air conditioning attracts 
summer trade, whets appetites, lets patrons rest 
and arise refreshed. 


In Professional and Business Offices air condi- 


tioning pays dividends in personal efficiency, 
health and good will. 


In Stores and Shops air conditioning banishes 
“summer siump’’— protects merchandise 
from spoilage. 
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BEAUTY 


QUALITY 


 UNBREAKABLE Soft 


Cords 
Rubber-Sheathed 


amp 


Now in 


Equipped with 
Belden 
Soft Rubber 
Connectors 
in colors 
to match 


Advertised nationally in 
The Saturday Evening Post 


COLOR is the keynote of modern merchandising! Vivid 
colors dominate in home furnishings of to-day—even kit- 
chen appliances now rival the rainbow in their gay colors. 
Intrinsic beauty no longer is sacrificed to mere practical 
utility — color harmony prevails in the ensemble of the 
modern appliance—even to the tint of the attachment cord 
and plug! 

Progressive merchandisers of electrical appliances are 
alert to the dictates of fashion—they are alive to the sales 
appeal of chromatic harmony—they sell ‘‘color’’! No drab, 
outmoded power supply cords are featured in their up-to- 
date stores—Belden No-Fray Cords and unbreakable Plugs 
in color are specified on radios, clocks, lamps, mixers, fans, 


etc. The 1934 buyer is a discriminating shopper! 


ULTRA-MODERN REPLACEMENT CORDS 


that make money for modern merchandisers 


Belden No-Fray Cords 
(sheathed in colored rubber) 
are now available for replace- 
ment of worn and damaged 
cords on lamps, radio sets, fans, 
clocks, and countless other de- 
vices equipped with cords and 
plugs. 

Now — any housewife can 
beautify old lamps, etc., with 
Belden No-Fray Cords in color. 

A new merchandiser with 
four cellophane-wrapped cords 
is ready for the dealer's counter 
or window. Each package con- 


tains a Belden No-Fyay Cord 


and unbreakable Belden plug 


in matched color, together with 


patented connectors that do 
away with all solder and tape 
—anyone can install Belden 
No-Fray Cords. 

Don't waste your time on 
shoddy merchandise that only 
invites complaints—feature Bel- 
den No-Fray Cords with Un- 
breakable Plugs and make 
money. 

Write for Belden Replace- 
ment Cord Catalog No. 4882. 
There is a cord for every ap- 
pliance. 


Belden Manufacturing Company, 4663 W. Van Buren Street, Chicago 


Cords 


| Belden 
I 
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THIS COUPON 


IS TOO IMPORTANT 


WARREN TELECHRON COMPANY 
15 Main St., Ashland, Mass. 
Gentlemen: 

The Salgsmaker story sounds too good to 
be true. But I’m willing to be shown. There 
is no obligation on my part, of course. 


to be buried at the bottom of the page! = 
Street 

If we had more space we’d make our coupon still bigger and 

bolder. Because it is important — to you — whether you’re City 

a Telechron dealer or not. It’s the only way we can put 

in your hands the full story of the Telechron Salesmaker Sease. 


Package for 1934. 


BRIEFLY, we picked out the fastest- 
selling models in our line. All will be 
nationally advertised this season. 
We packed them in a special assort- 
ment. We designed and tested a 
striking display rack. It is ruggedly 
built (all of wood), handsomely fin- 
ished (in silver and black), cleverly 
proportioned (to hold 8 clocks and 


LF- 


fit window or counter comfortably). 
Fresh center panels will be furnished 
for it regularly. A complete sales 
story on the back helps your sales- 
people SELL. 

The Salesmaker, plus a generous 
supply of supplementary selling lit- 
erature, comes to you absolutely 
FREE with this assortment. The 


The clock that pi 
modern electric time 
Enjoy the quiet reliabili 
of its tubrieation 


help 
decorate your living-room, 
and ki 


STARTING 


clocks themselves are priced amaz- 
ingly low for quick, profitable turn- 
over. ... What a combination! And 
how it sells! You'll be convinced 
after you’ ve autographed the coupon! 
(Remember that Telechron is accu- 
rate, self-starting, dependable. It’s 
the best-known, most-advertised 
electric clock.) 


| 
| 
| 
| 
— ‘ 10 2 ge 4 
7 5 
PRICED FROM $4.50 
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SALES ADVANTAGES... 


A point-by-point comparison will quickly 
prove the sales advantages of Century Fans 
... These can be so easily and convinc- 
ingly demonstrated to fan buyers that the 
acceptance of Century superiorities results 
in greater profit through reduced sales re- 
sistance and less sales expense . . . If you 
did not get Bulletin 44 and the details of 
the new Century fan sales plan ask for them. 
CENTURY ELECTRIC COMPANY 


1806 Pine Street ’ ’ ’ St. Louis, Mo. 


Offices and Stock Points in Principal Cities 


FANS 
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SAYS THE CLASSIFIED TELEPHONE BOOK 


It’s easy to “close” a sale when the prospect has a 
decided preference for the brand you handle. It’s easy 
—once you and the prospect get together. 

“Where to Buy It” Service brings you that kind of 
sales. Here is how it works: List your name, address 
and telephone number in the classified telephone book 
under the trade marks of the advertised brands you 
carry. Then prospects who want those brands simply 
look for the trade marks and are directed to your 
store to buy. 

Most national advertisers will provide the Trade 
Mark Heading. Thus, you pay only for your own 
directory listing—a few cents a day. 

The Bell System is advertising this dealer identifica- 
tion service in more than adozen magazines. Many manu- 
facturers mention the service in their adver- gg 
tising. These two facts, plus the wide accep- u 
tance of the classified directory by consumers, * 


assure results from your “Where to Buy It” listings. 

Take advantage of this opportunity to increase your 
sales—as thousands of other dealers are doing. For 
complete information, call the Directory Representa- 
tive of your local telephone company. 


21 
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Refrigeration” — 
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INTERCHANGE- 
ABILITY—all 4- 
hp. motors fit in- 
to same space, 
and mount in 
same cradle. 


ROTATION 
CHANGED quick- 
ly by inter- 
accessible 
leads. 


COMPLETE 
LUBRICATING 
SYSTEM — oil 
throwers, re- 
turns, and filters 
—wool-packed 
bearings. 


COMPLETE 
MOUNTING INTER- 
CHANGEABILITY 
for any power 


supply, 


INCREASED OIL 
CAPACITY—lubri- 
cated to last for 
lifetime of do- 


mestic was 
on which orig- 
inally installed. 


UNIFORM 
QUALITY — mod- 
erm tools and 
equipment — 
rigid inspec- 
tions and tests. 


END-PLAY- 
NOISE SILENCERS 
— two in each 
motor — steel 
construction as- 
sures perma- 
nent protection. 


WASHING 
MACHINES may 
be easily refit- 
ted with correct 
motor for odd 
frequencies or 
direct current. 


ELE 
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these the 
G-E Motor for Machines 


“CUSHIONED 
POWER’ —motor 
runs in mount- 
ing of live rub- 

sets new 
standard for 
quiet opera- 
tion. 


DURABLE 
STARTING SWITCH 
— rust proof 

care-free, 
quiet. 


RUBBER 
MOUNTING cov- 
ered with te- 
nacious, elastic 
coating for pro- 
tection against 
oil and air. 


COMBINATION 
50/60-cycle 
motor4tor West 
Coast users. 


INDESTRUCTI- 
BLE ROTOR—cast 
construction as- 
sures perma- 
nent balance 
and reduced 
noise. 


IMPROVED 
ELECTRICAL DE- 
SIGN reduces 
noise and gives 
better motor 
performance. 


STATIC- 
CHARGE ELIMI- 
NATOR—by-pass 
is provided to 
carry off static 
built up on belt 
drives. 


PERFORM- 
ANCE charac- 
teristicsmatched 
to washing-ma- 

ine require- 
ments. 


GENERAL 


‘WINDINGS PRO- 
TECTED — addi- 
tional insula- 
tion at all im- 
portant points. 


1P-PROOF 
END SHIELDS 
prevent falling 
dirt or water 
from entering 
motor. 


EASY TO AS- 
SEMBLE— unique 
latch assembly 
speeds up 
mounting of 
motor. 


EXCELLENT 
DESIGN attest- 
ed by millions 

washing 
machine, oil- 
bummer and re- 
frigerator mo- 
tors in use. 


STRONG STA- 
TOR SHELL 
made of rolled 
welded 

pressure 
hold punch- 
ings rigid. 


CLOSE LIMITS 
on mechanical 
parts provide 
good bearing 
alignment — 
help make mo- 
tor quiet. 


BASE may 
be rotated to fa- 
cilitate mount- 
ing of motor in 
any desired 
position. 


BACKED by 
twenty - five 
years’ experi- 
ence in manu- 
facturing over 
six million 
washing ma- 
chine motors. 


EASY CONNEC- 
TIONS — built-in 
terminal box— 
no splicing or 
re- 
qui 


BABBITT-LINED 
BEARINGS assure 
long bearing 
life and lower 
service costs. 


SUB- 
ease” 
— another rea- 
son why this 
motor lowers 
assembly cost. 


SERVICE— 
25 G-E service 
shops conven- 
iently located 
in principal 
cities. 


Compare it, point for 
point .. . See for your- 
self why it’s the great- 
est value ever offered — 
_ for domestic washers 


ATTACHMENT 
CORD anchored 
by terminal- 
box cover plate’ 
—easy to re- 
move. 


NO OILING 
REQUIRED—com- 
plete freedom 
from attention - 

“care-free.”’ 


MOTOR 
MOUNTING SIM- 
PLIFIED—cradle 
mounted and 
aligned before 
motor is in- 


stalled. 


BUILT BY 
GENERAL ELEC- 
TRIC — address 
General Elec- 
tric,Dept.6-201, 

Schenectady, 
Y.,for further 
information. 


070-24 


ELECTRIC 


| 
a 
4 
| 
~ 
| 
a 
&, 


May, 1934 ELECTRICAL MERCHANDISING 


MO 


é GUARANTEED BY GOOD HOUSEKEEPING 4 


S4 Ley 


Women have few buying doubts when they know a product is “guaranteed 
as advertised in Good Housekeeping”. They know that Good Housekeep- 
ing’s Guaranty is a trustworthy guide to dependable quality and satisfac- 
tory performance. It’s easy to understand why. 


Good Housekeeping’s Guaranty is 32 years old. It is backed by extensive 
laboratory tests or expert examination of quality, claims and performance. It 


pledges satisfaction or a refund of the purchaser's money. 


Feature products advertised in Good Housekeeping. 
It is a proved way to attract new customers and 
hold old ones. In actual tests retailers found that 
sales of featured items in- 


WE. FEATURE 
This Poster MERCHANDISE 
creased as much as 30% — Sells Merchandise GUARANTEED 


, Select 3 or 4 items from stock which As 
w hen tied up with Good are advertised in Good Housekeeping men ree 


Housekeeping 
Housekeeping’s Guaranty. eature tl em with this poster ate Good | 


results. Use coupon to get poster. 


GOOD HOUSEKEEPING TRADE SERVICE 
57th Street «ct 8th Avenue, New York, N. Y. EM 5-34 


Housekeeping 


Everywoman’s Magazine 
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Please send poster in size checked (_ ) 22 x 28 for windows ( ) 9 x 12 for counters 
4 
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* In fact, thousands are already saying it. Just ask a few Frigidaire dealers. e Their 
story is the same all over the country—‘‘Prospects by the hundreds are coming in to see 
the Frigidaire ’34”... “Your sales plans are the best we’ve ever had” ... “Have never closed 
so many orders in so short a time”... ‘We're making sales records every week.” @ Of 
course, we must admit that Frigidaire dealers have a handsome start. For Frigidaire is the 
best known electric refrigerator and there are a million more in use than any other 
make. @ The dealers who sell Frigidaire are doing more business—making more money. 


@ How would you like to have 


your customers say, “Ours is a 
Frigidaire ’34”’? Just write Frigid- 
aire Corporation, Dayton, Ohio. 


PRoOovUCT GENERAL MOTORS 
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What every merchant should know 


2 


IGURATIVELY speaking, Tae American WEEKLY is the magic 

carpet for moving merchandise. If you want profitable proof of 
this, get behind the products advertised in this Mighty Magazine. 
It is read by more than 5,000,000 families, twice as many as read any 
other magazine. And it SELLS to these families, many of them 
living in your own trading area—many of them willing to be your 
customers if you SELL them the merchandise they see advertised; the 
merchandise they want! 


The American Weekly—what it is 


@ The American Weekly is the largest magazine in the world. It is distributed 
through 17 great Hearst Sunday Newspapers. In 529 of America’s 995 towns and 
cities of 10,000 population and over, The American Weekly concentrates 68% of its 
circulation. 

In each of 93 cities, it reaches one out of every two families 

In 110 more cities, 40 to 50% of the families 

In an additional 157 cities, 30 to 40% 

In another 169 cities, 20 to 30% 


... and, in addition, more than 1,680,000 families in thousands of other commu- 
nities, large and small, regularly buy and read The American Weekly. 


“The National Magazine with Local Influence” 
Main Office: 959 Eighth Avenue, New York City 


SS 
WN 


It has been this writer's pain and pleasure to be mixed up 
in business paper advertising as well as editorial work, for 


more than thirty years. In that time he has sold space and 
bought it, spent his own money and other peoples’, written 
ads and read them. Out of this ripe—or perhaps it’s over- 
ripe—experience, he has garnered a few truths, some of 


which follow. 


\ [Y FRIEND and one-time employer, Elbert Hubbard, 

was among the truly great advocates of advertising. 

He, like myself, bought it, sold it, wrote it and got a whale 
of a lot of it free. 

Many years ago Earl Whitehorne and I induced him to 
address a convention of the National Electric Light Asso- 
ciation, for which service he was paid $25.00, and the three 
of us ate our breakfast that morning in a one-arm lunch 
room, the total check being 60 cents which I, as the 
then publisher of Electrical Merchandising, had to pay. 
Hubbard’s 25 was net. 

As we sipped our Java from the thick mugs, Hubbard 
made this common-sense comment on advertising: 

‘People who want to buy things do not catch the seller, 
chloroform him and cram the orders into his pocket. Life 
is too short for the customer to employ detectives to ferret 
out suppliers.” 

Although he made this observation 25 years ago, the 
truth of it still stands. 

* * 


One might add that life is too short (and the process too 
expensive) for the seller to employ detectives to ferret out 
customers. 

It would take one such sales sleuth 40 years to cover the 
present worth-while buying power of Electrical Merchan- 
dising’s subscription list, provided he traveled mostly after 
business hours and allotted no time to the reading of pep 
letters from the sales manager or in writing alibis for 
self. A crew of 160 would be needed to make quart 


calls upon Merchandising’s subscribers, and the cost would 
be substantially over a million dollars a year. 

Advertising is simply an economical sales ferret. 

I realize that some eminent people have held to the con- 
trary. Edward Bellamy declared a good many years ago 
that advertising is an economic waste, and Professor 
Tugwell of the administration’s Brain Trust dug up 
Bellamy’s dictum and now wants to enact it into law. 
Emerson said something about the superfluousness of adver- 
tising quality mouse traps, and of course there is that old 
French saying to the effect that good wine needs no bush. 
Despite which eminent and venerable opinion I still contend 
that the advertising graveyard is filled with the mold of 
those who accepted the theory. 

For, as I say, advertising is simply an inexpensive sales 
ferret. At insignificant cost it flushes the potential buyer 
out of hiding and into the open where the salesman can 


get a shot at him. 
* * * 


A lot of what is called phonus-bolonus is written about 
advertising. Frexample, certain word-slinging optimists 
once advanced the proposition that advertising is “salesman- 
ship on paper,” which idea is still accepted by certain 
citizens. 

You can go broke betting on that one. 

Advertising makes no sales. It helps salesmen to sell 
because it helps buyers to buy. When it has done that, it 
has done a good job and has earned its pay. 


* * * 
Salesmanship and advertising miay be likened to a pair 


of shoes. You can get along with one shoe if that’s the way 


you feel about it. 
* 


One chap who gives me acute anguish of the epiglottis is 


he who tells me that his business is different. All business 
is essentially similar, and this goes whether you are selling 


HERE LIE THE BONES OF A 


- 
- 


ONCE WELL-KNOWN GADGET 
NOW RESTING IN PEACE,AND 

THE STORY 1S SAD,YET 
THE SALES WOULD RETURN 


T0 THIS OLD-TIME CONCERN 


IF THE GADGET JUST HAD, 
YET, SOME ADS ,YET. 


eVERYONE BUYS ch, Whigs 
so ru srt /) 
| FoR AD SPACE 
(Lien SHEER WASTE Y 
THAT'S WHY gOnes Lit | 
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tunes out of a violin or tobacco out of tins. 

spectacular success in the lighting industry this year wds 
won by a ready-to-wear clothing salesman. The business 
is different but the public is the same. 


* * 


A business paper representative had successfully solicited 
the advertising of a manufacturer who suffered from the 
“seasonal complex.” The sechedule as handed out called 
for space in April and May, and in September and October. 
Nothing in between. 

“T understand,” said the solicitor, “that you issue a very 
beautiful advertising calendar to your trade.” 

“We do,” replied the manufacturer. 

Do you by any chance issue a calendar which contains~ 
sheets for only April, May, September and October?” 

“The idea is ridiculous!” exclaimed the manufacturer. 

“T thought so myself.” 


* * * 


“ETTING back to Elbert Hubbard: he once wrote a 


J credo for business men which began, “I believe in th 
stuff I am passing out.” 

Upon that foundation all success is built. 

I know of factories which, during the depression, devel- 
oped many new and excellent products. The manufactur- 
ers offered them with fingers crossed, the salesmen presented 
them timidly, the advertising—what there was of it—lacked 
assurance. The stuff was predestined to limbo. 

What’s wrong, of course, is loss of the old confidence. 
Battered by a world gone economically ga-ga, we are all a 
little punch-drunk, we shrink in anticipation of another 
knock-down, we “cover up” as they say in prize ring par- 
lance, instead of carrying the fight to the other fellow and 
making him like it. 

I bespeak a return to Hubbard’s credo—‘I believe in the 
stuff I am passing out.” 

Because it is better stuff than we were passing out in 
1929—better in design, style, efficiency, price, better in 
every way. 

So let’s believe in it. 

And tell the world we believe in it. 

By advertising. 


Wy 
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Electrical Merchandising emphatically believes in the 
stuff it is passing out. 
The paper is better, and is going to get a whole lot better 


yet. The ideas it contains are keener. It is closer than 
ever to its readers, as is evidenced by letters and interviews, 
and these readers are the determined, resourceful mercan- 
tile veterans who fought their way courageously through 
three years of depression and came out on top. They are 
the men with whom manufacturers want to do business. 

These men relied upon Electrical Merchandising for 
guidance and encouragement during the tough times, they 
are looking to Electrical Merchandising for information 
and inspiration in the recovery. And they are finding it. 

They are finding a lot of it in the ad pages. 

And they are acting upon it—perhaps conservatively, but 
with increasing confidence, in increasing numbers, end in 
increasing volume of purchases. 


An advertisement by 


Frank B. 


Rae, Jr. 


for 


Electrical Merchandising 


330 W. 42nd Street, New York 


a McGraw-Hill Publication 
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ILLION 


CONVENIENCE is the biggest thing any automatic refrigerator has to offer. @ Flexible Rubber Ice Trays are the greatest 


CONVENIENCE any automatic refrigerator can have. @ That's why more than a million Flexible Rubber Trays and 
Grids were sold last year alone. @ That's why sales of Flexible Rubber Trays and Grids have increased 317% in four years. 
© People WANT these modern co i spect to GET them—in modern 


refrigerators. @ And THAT’S why all the leading refrigerator manufacturers INSIST 


have equipped their new models with Flexible Rubber Freezing Trays and Grids. 


that every model of the refrigerator 


‘ li comes equipped with Flexible 
And approximately 90% of the mechanical refrigerators produced in 1934 will YOUS® 
sd ¢ ™ Rubber Trays or Grids. The Inland 


be equipped with the smart convenience of “ice cubes the modern way."" Manufacturing Company, Dayton, O. 


ice cUBES TH E MOoDeERN 
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THE WAUKESHA ICE ENGINE 


INCREASE YOUR FIELD FOR PROFITS 


HERE is your big opportunity to in- 
crease your field and profits. You can 
now sell modern mechanical refrigeration to 
homes without electric current. Sell homes, 
with or without electricity, an Ice Maker, 
which freezes 50 pounds of ice, in four con- 
venient cakes, all in about four hours. Sell 
dairymen a Milk Cooler that cools milk 
quickly and economically, with gasoline or 
electricity. A nationally advertised line— 
each unit is package merchandise—no in- 
stallation problems! 
WAUKESHA ICE ENGINE 

This unusually practical, modern develop- 
ment consists of a refrigerating compressor 
and an air-cooled, four-cycle, gasoline 
engine, in one compact, precision-built 
unit. A product of the Waukesha Motor 
Company, the world’s largest builders of 
heavy-duty gasoline engines for industrial 
and agricultural purposes. 


WAUKESHA GASOLINE-POWERED 
REFRIGERATOR 


The Waukesha Ice Engine is mounted in a 
special sound-silenced cabinet in the base 
... runs smoothly, quietly, without vibra- 
tion. One to two hours’ operation supplies 
refrigeration for twenty-four hours, at an 
average cost of 2 cents a day for fuel. Has 
seven cubic feet of food storage space— 
freezes 63 ice cubes. One deep, one shallow 
freezing pan, and a roomy freezing cham- 
ber. The cabinet is of advanced construc- 
tion, smartly styled, with chromium-plated 
hardware. 


WAUKESHA ICE MAKER 


A complete, portable ice plant. Provides 
pure, healthful ice for ice-box service, all 


REFRIGERATION Division > WAUKESHA MOTOR COMPANY © WAUKESHA, WISCONSIN 


a 


other home uses and many commercial 
uses. One gallon of gasoline makes one 
hundred pounds of ice. “Cold Cans” 
charged with special freezing solution, and 
hermetically sealed, may be substituted 
for the ice trays, or a combination of both 
may be used. Cabinet is sturdy and well 
insulated ... modern and neat in design. 


WAUKESHA MILK COOLER 


Costs but 2% cents for fuel to cool 100 
pounds of milk. Cools seven 10-gallon cans 
from udder temperature to 50° F. within 
one hour. Comes charged and tested, ready 
to set into cooling tank for instant opera- 
tion. Unit adjustable to fit tanks of vary- 
ing height, and up to 8-can capacity. The 
unit itself replaces one can. 


One of the most important exclusive 
features is the power-driven water agitator. 
Automatic thermal circulation of the milk 
within the can does the stirring. No hand 
stirring required. Cans need not be opened. 
Milk is protected from additional air-borne 
bacteria and insanitary utensils. Cans in 
every part of tank cooled with equal rapid- 
ity. Fits any standard tank, but superior 
results will be obtained by using Waukesha 
Tanks designed for proper balance between 
cooling unit’s capacity, amount of water, 
and the insulation. 

The Waukesha Milk Cooler and 
Waukesha Ice Maker are powered with the 
electric Ice Motor if desired. However, 
the Refrigerator is powered only with the 
gasoline Ice Engine. 


A number of valuable distributor and dealer terri- 
tories are still open. Write at once for full details. 


REFRIGERATOR 


¥ 


THE 
WAUKESHA 
ICE MAKER 
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oe SOLD IN ONE 


YOU, too, can sell the NEW 


PRIMA 


only 


western states 


Here’s the new and sensational Prima Ironer that 
will change your attitude about ironer sales—that 
eliminates home demonstrations—Anyone can do 
a real ironing job—without expert instruction— 
requires no skill—no complicated controls—great- 
est promotional value in the country today. On 
the market only recently—Enthusiastic response 
from dealers wherever featured—Good profit to 
dealers and consumer satisfaction assured—Be the 
first to promote the Prima Ironer in your neigh- 
borhood—You too can do what others are doing 
and we can prove it! 


21st Arch Streets 
PHILADELPHIA, PA. 


MERCHANDISING 


Slightly higher in 
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SOLD At CHICAGO HOUSEWARES EXHIBIT 


9 SHIPPED TO MACY’S WW MARCH 


DAY AT MARSHALL FIELD 


features 


FULL-SIZE 26-INCH ROLL 

NO SKILL REQUIRED 

FOOT PEDAL CONTROL 
EASIEST FEEDING 
INSTANTANEOUS ACTION 
SELF-ADPUSTING PRESSURE SHOE 
ATTRACTIVE IN APPEARANCE 
LARGE IRONING SURFACE 
ONLY FIVE MOVING PARTS 
PRESSES AND STEAMS 

FULLY GUARANTEED 


“EMAIL THIS COUPON! 


sell 
| and many other phenomenal sales records: 
— 
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The reason for this preference is the fact that One 
Minute invariably brings customers back even after 
they’ve left to look elsewhere. The name One Minute 
means Quality, and the numerous One Minute features 
reveal this quality at first glance. The result is cus- 
tomer acceptance that produces quick turn-over with a 
highly satisfactory profit on every sale. As a washer 
dealer you are interested in a profitable washer line and 
that’s why we want to tell you the story of the new One 


Minute line. 


ONE MINUTE WASHER CoO. 


_ ROOM 23 BERGMAN BLDG. NEWTON, IOWA 


or this New 
LEADER 
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Dealers Profer this New 


MODEL 270 — List Price $89.50 


Here is the season's finest washer, equipped with the season’s 
most outstanding feature—the new One Minute Leverless 
Wringer. One top control bar governs every wringer opera- 
tion. Starting, stopping, reversing, pressure adjustment and 
drain all respond by the operation of this top bar. Every 
feature of this De Luxe washer represents the finest workman- 
ship and latest design. 


These are the Features that Sell 


One Minute Washers are all equipped with large oversize 
porcelain enameled tubs, which on all models except the 
Cadet, is embodied the fast washing double water action 
principle. 


Giant hi-vane bottom agitator of heavy aluminum, revolves 
@ « full halfturn in each direction to produce the unique 
water action for which One Minute washers are famous. 


Wringers on One Minute washers vary in type according to 
the washer model selected, but all have large balloon rolls, 
automatic drain, and latest up-to-the-minute safety features. 


One Minute gears operate silently and smoothly and are 

@ driven by Westinghouse motors, floating power mounted, to 
further insure quietness. Handy outside auto-type control 
lever governs agitator operation. 


One Minute washers are all electrically powered except 
@ model 151 which is equipped with Briggs & Stratton 4-cycle 
gasoline motor for homes without electricity. 


FOR COMPLETE DETAILS MAIL THIS COUPON 


ONE MINUTE WASHER COMPANY, 
Room 23, Bergman Bldg., Newton, Iowa. 


Please send complete information on your new washer line includ: 
ing the CADET LEADER MODEL. 


Name 
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Anew VIEWPOINT in the 


MANUFACTURE 


The first line of Lighting Fixtures and Lamps 
of pure design, authentically styled, and cus- 


tom-finished at reasonable consumer prices. 


The first ensemble of Fixtures and Lamps 
offering a complete line of brackets, sconces, 
lanterns, ceiling fixtures, table and floor 
lamps in the leading periods of architecture 
and decoration: 


Early English 
Early American 


Federal 


Georgian 
Empire 

Classic Modern 
American Adaptations 


The first line of Fixtures and Lamps that is 
100% independently designed—that neither 
duplicates or imitates what is now on the 
market. 


The first line of Fixtures and Lamps to be 
styled by a nationally famous designer — 
Lurelle Guild — famous as an authority on 
furniture, decoration, and for his designing 
of style merchandise. 


The first line of Fixtures and Lamps to be 
made entirely of fine basic materials — of 
Chase brass and bronze. 
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The first line of Fixtures and Lamps to be 
completely made by one manufacturer (from 
raw materials to finished fixture) in one 
factory—not assembled from parts bought 
here and there. 


The first line of Fixtures and Lamps which 
in design, finish, basic materials, and work- 
manship equals the quality of custom-made 
fixtures yet will cost from one-third to one- 
half less. 


The first line of Fixtures and Lamps to be 
available for immediate shipment from stock 
at all times. 


The first line of Fixtures and Lamps to be 
100% American Made in all basic materials 
used and workmanship. 


The first line of Fixtures and Lamps which 
in price, style, design and items is sufficiently 
complete to cover the range from bungalow 


to mansion. 


The first line of Fixtures and Lamps to be 
endorsed by leading Architects and Decorators 
for its beauty, purity of design, excellence 


of style and low cost. 


\ | 
| Chase 
of Lighting Fixtures ... 
2 
3 


presenis 


THE CHASE FRANCHISE POLICY 
OF DISTRIBUTION GUARANTEES: 


1 = Controlled sale of Chase Fixtures in your city 


and trading area. 


Q selling—no more offering the same 
or similar fixtures, designs, etc., sold by other 
dealers, electrical contractors, jobbers or 
manufacturers, in your city. 


3 No more cut-throat price competition. When 
you quote the price on a Chase Fixture, no 
competitor can underbid you. 


4 Assurance that what you show and sell is 


individual, different—can’t be offered or du- 
plicated by many other dealers in your city. 


5 Assurance that your price is right — lower 
than any fixtures of this same quality and 
type have ever been offered before. 


Factories : 
Waterbury, Conn. 
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A new OPPORTUNITY in the 


DISTRIBUTION 


of Lighting Fixtures .. . 


CHASE BRASS & COPPER CO. 


INCORPORATED 


Assurance that you are building a business 


—not just swapping dollars —that you are 


building a reputation for reliability; the foun- 


dation of customer faith and success in any 


business. 


Knowledge that in quality of basic materials, 
as well as in design and finish, no fixtures 


can be better than those you sell—made as 


they are of fine Chase Brass and Bronze. 


Knowledge that you are selling fixtures with 


a reputation—nationally advertised, known 


and accepted by architects, decorators, build- 


ing contractors and home-owners. 


Knowledge that because of your franchise 


home-owners will automatically come to you 
for Chase Fixtures and that because of the 
superiority of the Chase line it will be speci- 
fied by local Architects and Decorators. 


Chase Tower Showroom 


10 East 40th St., New York 


. 
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We read the 


Vol.51, No.5 


@ Mazpa lamp advertisements” 
In a typical mid-western city, that’s what 72.8% 


of all subscribers to magazines, in which @& lamps 


1. 


2. 


DO THESE 3 THINGS 
AND YOU WILL SELL 


MORE LAMPS 


Put in a General Elec- 
tric MAZDA lamp 
display every time 
you receive it. 


Takeoneof our cur- 
rent magazine ads 
and build a massed 
display of General 
Electric MAZDA 
lamps around it. 


Ask people to buy. 
Every home needs 
more and higher 
wattage lamps. 


Your Customers look 
for this MARK 


GENERAL ELECTRIC 
MAZDA LAMPS 


are advertised, said. 


BLACK KEN 


QUuicry 


@elessfy 


. - . And all these ideas have been 
planted in the minds of the buying pub- 
lic— your customers—by the ADVER- 
TISING of MAZDA lamps of General 
Electric manufacture. 


You can profit most from this adver- 
tising . . . and bring the people who 
need lamps into your store, if you will 
follow the suggestions to the left. When 
you do these things you are signing your 
name to General Electric MAZDA lamp 
advertising. Let your customers know 
you sell lamps made by G. E. General 
Electric Co., Nela Park, Cleveland, Ohio. 
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() snore ts statements concerning the state of business, if based on noth- 


ing more than hope, fall on ears, calloused by more than three years of a 
like kind of baloney. 

We have known that, given any reasonable assurance that business generally 
was in the process of climbing out of its Rip Van Winkle hibernation, that the 
electrical appliance business would be out in the forefront along with the automo- 
bile industry. It was a natural. People want our goods. Never in their history 
have they enjoyed a wider public acceptance. 

And the proof of this cocky assertion lies in the sales records of the industry 
during the past three months. The million units of both washers and refrigerators 
sold last year are in a fair way to be completely eclipsed during the months to come 
if sales for the first quarter are any criterion of the way things are going. 


EFRIGERATOR sales for the first three months amounted to 202,101 units 
compared to 112,643 units for the same period last year—a gain of 80 per 
cent and a 133.2 per cent realization of quota to date. 

Washing machine sales, in units, show an 89 per cent gain for the first three 
months, compared to the same period last year. Ironing machine sales show an 
even bigger increase for the first three months—141 per cent. The figures are 
from the American Washing Machine Manufacturers Association. A comparison 
of the figures for March, 1933, and March, 1934, show an even greater percentage 
of increase, an indication that the buying tide that set in early in January is gather- 
ing momentum as it rushes along. Thus, March washer figures (electric) are 124 
per cent ahead of March, 1933. March ironer figures are 244 per cent over March, 
1933, which gives sufficient credence to the prophecy that this will be an ironing 
machine year. 

Most startling and at the same time, most significant March increase, however, 
was registered in sales of gasoline-powered washers. As an indication of the resump- 
tion of purchasing power among rural and agricultural peoples, one could scarcely 
find a better index than the 585 per cent increase in the sale of gas washers for 
March! 

A recent figure-garnering trip among dealers showed that the average increase 
for the first three months over the same period last year, amounted to 23 per cent. 
Utility sales ran somewhat higher—nearer 50 per cent. And what of the manu- 
facturers ? 


NM AYTAG, from the latest report was seven weeks behind in production ; first 

quarter General Electric refrigerator sales were 257 per cent ahead, accord- 
ing to A. M. Sweeney, while GE range sales were up 204 per cent and dishwasher 
sales increased 212 per cent. Gerard Swope, General Electric president reports 
a 50 per cent increase in orders received for the first quarter. F. A. Merrick, West- 
inghouse president says their first quarter orders are up 57 per cent. 

Timken Silent Automatic’s oil-burner sales are 86 per cent greater for the first 
quarter, according to M. J. Roberts, vice-president while sales through the dealer 
division are 150 per cent ahead. Westinghouse refrigerator sales are 30 per cent 
ahead for the first quarter. Frigidaire reports 164 per cent gain for March, 1934, 
against March, 1933. Norge, too, reports four times as much business for the first 
quarter. 

Electromaster, Inc., range and water heater manufacturers, enjoyed a 100 per 
cent increase for the first quarter, according to President R. B. Marshall. Horton 
is behind in washer production, Barlow & Seelig are up 50 per cent for the quarter, 
Kelvinator, Sparton, Crosley are all operating at capacity to supply unfilled orders. 

And so it goes. 

There is little need for issuing optimistic statements on business at this time. 

The industry is too busy selling. 
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How 


Have Changed 


* 27 years ago, few people could have 
imagined that the electrical appliance 
business would attain its present enor- 
mous growth and proportions ... 


® The fore-runner of ELECTRICAL 
MERCHANDISING, in 1907, was the 
first prophet of the order to come. It has 
changed as the industry has grown and 
changed... 


® With the rapidly increasing customer 
acceptance of the electrical idea and the 
entrance of new distributing mediums the 
past five years have seen the most sig- 
nificant changes in the appliance busi- 
ness... 


® Beginning with the June issue, therefore, 
ELECTRICAL MERCHANDISING 
reaches another turning point. It will be 
broadened in editorial scope, doubled in 
actual page size and will have added 31 
per cent to its circulation in the appli- 
ance trade... 


® A summary of cause and effect in ap- 
pliance merchandising and business 


paper publishing ... 


NYONE who, almost thirty years ago, might have 

A ever voice to the prediction that the electrical 

appliance business would one day become one of 

the country’s great industries, would have been soothed 

with a dish of tea and led gently, but warily, to the nut- 
house. 

Electrical appliances were not sold because they had 
not yet come into existence. The first pioneering house- 
holder was about to grasp her electric iron and, from 
then on relegate the old sad-iron to the dust-bin; the 
first brave woman was to throw her broom out the win- 
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Settling 


JANUARY, 


1907-1916 


Appliances had not yet come into existence 
when this first, 1907 edition reached early 
lighting company and contractor subscribers. 
But the vision was bright . . 


dow and nervously grab the handle of the first electric 
sweeper (which looked like something that Rube Gold- 
berg had just thought up) and women were still stretch- 
ing aching backs over a corrugated piece of tin which, 
with the help of skinned knuckles, managed in a crude 
way to bring two shades more of whiteness to hubby’s 
balbriggans. 

One man, it is true, saw all this. He was doing some 
publicity work for the American Electrical Heater Com- 
pany in the year 1905. Raising a small but penetrating 
voice in the wilderness, he managed, through the medium 
of a house-organ, to bring to the attention of those early 
utility men some faint flavor of the destiny that was to 
be theirs. 

The name of this pint-size paper was “Selling Juice,” 
and it was edited with corrosive ebullience by one Frank 
B. Rae, Jr. 

To the power company men, however, the idea of 
actively promoting the sale of either current or devices 
hardly seemed dignified. But the idea and the vision 
behind it began to catch on rapidly. It was not long 
before such a degree of success and acceptance attended 
the Lilliputian venture that, in 1907, it was divorced 
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1916-1934 


—saw great developments, pro- 
motional and selling days in the 
appliance business. 


1934— 


The electrical idea has created a revolution in the 
home. The appliance business takes its place among 
the great industries. With the emphasis more than 
ever on merchandising, ELECTRICAL MERCHANDISING 
in June re-models for even greater service to tts 
readers. 


from its manufacturing parent and attained the status of 
an independent publication. Earle Whitehorne became 
associated with Frank Rae and, for greater dignity, the 
name of the paper was changed to “Selling Electricity,” 
the fore-runner of Electrical Merchandising. When the 
the electric iron, the cleaner and the washing machine 
began their great march towards universal acceptance, it 
was apparent to far-seeing people that a great new 
industry had been born. Selling the idea of electricity 
gave way to selling the merchandise itself and so the 
paper once more underwent a change. It became 
“Electrical Merchandise.” 

The point here was that while the industry itself was 
undergoing wild upheavals, the publication turned a 
handspring and kept pace. 

Along about 1915, the appliance industry, as such, had 
attained a permanent status on which to build. People 
who, even recently, had to come to look upon the Wels- 
bach mantle as the last word in lighting, were joining 
the great parade of householders who were installing 
electrical wiring—a parade that brought from half a 
million to a million new customers into the electrical in- 
dustry every year. Their wiring, it is true, consisted 
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chiefly of one or two droplights, but the idea had been 
sold and they became part of the great army of future 
prospects for other utilizations of electricity. 

The emphasis now being on selling rather than on the 
merchandise itself, the publication became Electrical 
Merchandising and was sold to the McGraw Publishing 
Company in 1916. O. H. Caldwell became the editor 
and was to continue as such during the great promo- 
tional years that were to follow in the electrical industry. 

The distribution picture, of course, was changing all 
the time. Utilities entered the field of merchandising, 
contractors took time off from house-wiring to sell ap- 
pliances and became contractor-dealers and a new type 
of electrical merchandiser, the specialty dealer, made his 
entry into the field. And so the washer and the cleaner 
rose to positions of commanding prominence, radio burst 
like a meteor on the horizon and the refrigerator and 
oil burner began their great trek to a dominance that 
even yet awaits them. 

It was with the beginning of the depression, almost 
five years ago (can it be that long!) that the greatest 
changes in the distribution picture of the appliance busi- 

(Please turn to page 62) 
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The Home Utilities showroom for ranges and refrigerators is away from 
the center of the city and in the midst of automobile showrooms. “Appli- 
ances are major purchases, too,” says Mr. Irwin. 


T WAS on the New York to Bermuda yacht race. 

Four days and four nights, the “Twilight,” Class B 

contender, reeled and shook under heavy sail as it 
tore through the seas. Its small crew, in drenched oil- 
skins which were never removed and subsisting on an 
occasional glass of milk, stuck doggedly to their course, 
oblivious to exhaustion in the excitement of the race. 
And when Bermuda hove in sight, they knew they had 
been beaten by only one boat—the “Dorade,” famed 
transatlantic racer. 

‘Bob” Irwin was skipper of the “Twilight.” And 
Bob Irwin is today presideat of the Home Utilities Com- 
pany, one of the most aggressive electric range and 
refrigerator specialty outlets in Springfield, Mass. It 
seems a long hop, but Irwin brings to the appliance busi- 
ness the same infectious enthusiasm and_ intelligent 
leadership that made him an A-1 skipper in big races. 

Last year his organization sold more than 500 refrig- 
erators (Frigidaire) and some 30 electric ranges. In 
addition, they do a big business in domestic and com- 
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mercial air-conditioning, beer-cooling equipment and 
commercial refrigeration. Their annual volume runs 
over the $200,000 figure. 

Irwin likes, it too. From a sales manegership of the 
Texas Oil Company, which necessitated being continually 
on the go, he wanted to settle down and enjoy married 
life. When the opportunity presented itself to take on 
the distributorship of Frigidaire in the Springfield ter- 
ritory, he decided that that was as good a proposition 
as any. His subsequent experience has proven that he 
was not far wrong. 

He opened up for business in a downtown location— 
his first mistake, he says. Rents were high and not 
much of the business came from floor sales or from 
casual traffic. 

“When a customer has got her mind made up to buy 
a refrigerator or a range,” he says, “she is making a 
major commitment. It isn’t like buying repeat items 
where convenience and display will do their work. But 
when she buys a refrigerator she is willing to shop 
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from the 


FLOOR 


90% OF THE BUSINESS 
COMES FROM THE OUTSIDE 


Prospects picked up on the sales floor are 
followed up in the home—that’s where the busi- 
ness comes from. 


around and get what she thinks is the best on the market 
for the money. So a location in the middle of the shop- 
ping center is not necessary. We have done more busi- 
ness in our present location than we did in the old one.” 

The present location is in what might be termed “auto- 
mobile row.”” Irwin contends that refrigerators, ranges 
and commercial cooling equipment come under the classi- 
fication of major purchases, just as does the automobile. 
Hence the location. Considering, too, that 90 per cent 
of their business comes from outside solicitation which, 
in his estimation, is absolutely necessary if a dealer is 
going to get anywhere with appliances, there is all the 
more reason for shift to the outskirts. 
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Skipper ‘‘Bob’’ Irwin, 
whose Springfield Home 
Utilities Sold 500 refrigera- 
tors last year knows his boats 
and his specialty selling 


Salesmen, of whom there are nearly 20, work on a 
commission basis. They travel scheduled territories, work- 
ing on a four-card system. The first of the cards is a 
name card on a cold-canvass, the others comprise survey 
of appliances already owned, hot prospect cards and 
follow-ups. They rotate their time on the floor. 

A complete service and installation department is part 
of the business. Trade-ins and repossessions are re- 
built, sold at a profit. 

Washers and ironers do not fit in their picture, Irwin 
decided. 

“We cannot afford to handle any electrical device that 
doesn’t sell for $100 or over,” he said. “With washing 
machines and ironers selling at $49.50 and under it 
would be ruinous for us to attempt to sell by specialty 
methods. We are a specialty organization and can oper- 
ate satisfactorily with the spread in a $100 device—as 
a matter of fact, there is more money in the commercial 
equipment because the individual sale runs into higher 
figures. But the selling expense involved in doing a 
consistent outside selling and following-up job must be 
paid for. A salesman of ours would be just wasting his 
time with cheaper appliances.” 

The residential air-conditioning market is not far 
away, Irwin believes. At present, the most lucrative 
source of business is the small store, restaurant and sim- 
ilar commercial establishments. Here the installation of 

(Please turn to page 62) 
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403 WASHERS, 


133 IRONERS, 


BOSTON EDISON RECORD 


FOR 8 WEEKS 


Two-months’ range campaign all set, says Lincoln 


W ITH appliance volume doubled in 

January, increased 10 per cent in 
February and increased almost 100 per 
cent in March, the Edison Electric II- 
luminating Company of Boston—Boston 
Edison, to you!—is naturally looking 
forward to a pretty good year. 

Currently, they are engaged in a re- 
frigerator activity (General Electric) 
and their main display floor and win- 
dows, to say nothing of the floors and 
windows of the 32 branch appliance 
stores scattered around the metropoli- 
tan Boston area, are devoted to striking 
presentations of the two new GE re- 
frigerators. We got there too early in 
the drive to get any dope as to results, 
but Richard Lincoln, supervisor of ap- 
pliance sales, wasn’t looking worried. 

For that matter, he has had little that 
should cause him to stay awake nights. 
He knows that the Boston Retail Board 
figures show a 29 per cent increase for 
the last week in March and that for the 
month of March, the figure is 53 per 
cent increase. That is over the corre- 
sponding month last year. No so bad. 

He knows that his stores sold 159 
washers and 64 ironers in January; that 
they sold 134 washers and 30 ironers in 
February and that March, in the first 
two weeks alone showed 110 washer 
sales and 39 ironers. The poorer Febru- 
ary showing was the result of the dis- 
astrous blizzard that rocked Boston dur- 
ing most of that unfortunate month. 

It is interesting to note, in the figures 
just quoted on washer and ironer sales 
for the first three months, the increasing 
proportion of ironer sales to washers. 
When you are selling one ironer to 
every three or four washers you are 
doing a good selling job. But they are 
saying that this is the ironer’s year. 

A short cleaner campaign, just 
ished, showed 70 sales (Eureka). 

Ranges, too, are going places in this 
town. Last year, Boston Edison sold 
about 30 a month—375 for the year's 
total. Dealers sold almost the same num- 
ber. Altogether about 740 ranges con- 
nected to the lines. January 1, Boston 
Edison put on 12 new salesmen—on 
electric ranges and water heaters alone 
Sales so far are running ahead of last 
year—66 in March. 

But one of the reasons for their sell- 
ing job, Mr. Lincoln believes, is their 
practice of paying dealers a ten or 
fifteen per cent commission on sales 
turned over to the Edison sales force, 
depending on the price and size of the 
appliance sold. He thinks it is better 
than financing the dealer’s sales. Cleaner 
business, no reverts and you are always 
sure of the quality of appliance being 
sold and therefore, of customer satisfac- 


fin- 
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tion. Because the dealers can only col- 
lect a commission on appliances sold by 
the Edison Company. 

“You have to get together with the 
dealers all the time, though,” he com- 
mented. “We held a drive last year and 
told the dealers about the plan—it 
wasn’t the first time, either—and in a 
four-month period they had turned over 
$100,000 worth of business and collected 
their commissions. We thought that 
would be enough to get them going. We 
thought they would carry on from there 
of their own accord. But they didn't. 
So we are getting all set for another 
drive soon. Maybe in conjunction with 
our range campaign which is set to run 
for two months.” 


ORGE CORPO 
NTERS OIL B 
IELD 


Energetic Sales Drive Announced 


HE Norge Corporation, Detroit, 

manufacturers of refrigeration and 
other home appliances, announces its 
entrance into the oil burner field, ef- 
fective May Ist, 1934. This move is the 
result of months of exhaustive product 
development and market analysis. Dis- 
tribution will be accomplished in time 
to launch an energetic summer and iall 
sales drive. 

The Norge oil burner division will be 
under the sales executive direction of 
H. E. Whittingham. Mr. Ralph A. 
Beale, formerly sales manager of Silent 
Automatic and Toridheet Corporation, 
widely known throughout the industry 
for his achievements in oil burner mer- 
chandising, will be in active charge of 
all sales operations on the field. The 
company will be ready to make ship- 
ments May Ist. 


IRONERS 146 PER CENT AHEAD 
FOR FIRST 3 MONTHS— 


S.ELEC.& GASCO. 


Five-Months’ Campaign Showing Results—All 
Other Appliances Ahead of Last Year 


HIS should be an ironer year. 

That is the verdict of the New 
Business Department of the Public 
Service Electric & Gas Company of 
New Jersey. 

Among all appliances, ironing ma- 
chines have registered the biggest per- 
centage of increase both for March and 
for the first three months of the year. 
Here are the figures: March, 1933: 54 
ironers sold; March, 1934: 184 ironers 
sold. First three months, 1933: 153 
ironers sold; first three months, 1934: 
377 ironers sold. The percentage of in- 
crease for March is 240.7; the percent- 
age of increase for the first three 


months of this year over. the corre- 
sponding period last year is 146.4. 
Everything, for that matter, is up. 
Ironers just happened to be way ahead 
of the parade. And if everything is up 
that means that Public Service is going 
to beat a lot of sales figures they hung 
up in 1933. That was the year they sold 
more than 4,800 units of washers, more 
than 4,800 cleaners and more than 4,000 
refrigerators. The washer quota for 
1934 is 5,500 units; the refrigerator 
quota is an even 5,000 units (domestic 
and commercial, although the commer- 
cial make up but a small part of the 
total) and the ironer quota was 


The attractive refrigerator floor show at the Boston Edison Company 
during their recent refrigerator (GE) campaign 
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originally set at 800 units. Judging 
from the sales to date, however, on 
ironers, and the unofficial estimates of 
the sales department, there will be more 
than 2,000 ironers sold in New Jersey 
by this one organization before the time 
comes to ring in 1935. 

The “Better Light—Better Sight” 
campaign has had its effect on the sale 
of small portable lamps and floor lamps. 
The first three months of ’34 showed 
3,789 units sold against 2,233 for the 
same period in ’33. One of the reasons 
for this showing, undoubtedly, is the 
splendid display of these lamps on the 
showroom floors of Public Service. 

Electric grills are another item that 
have shown a phenomenal increase in 
sales this year over last year. An 
executive of the department ascribed 
part of the unusual results obtained to a 
radical lowering of the manufacturer’s 
retail or list price. But there is a win- 
dow devoted to grills and _ hotplates 
(Everhot) in the main building and it 
makes one of the most convincing and 
attractive displays this reporter has ever 
seen. 

The whole story for the three months 
of 1934 as compared to three months of 


1933 may be obtained at a glance in the 
following tabulation: 


1934 1933 Per 
(three (three Cent In- 
months) months) crease 
Cleaners 1,356 1,273 6.5 
Washers .. 1,752 1,025 70.9 
Ironers ... 377 153 146.4 
Irons ...... 4951 3,244 52.6 
Portable 
lamps .... 3,789 2,233 69.7 
Refrigerators 
(domestic) 380 321 18.4 


Another stimulus to ironer business, 
is a five-months’ campaign—one of the 
most intensive that this company has de- 
voted to ironers—which started in 
March. Company salesmen are to be 
rewarded with a trip to the Century of 
Progress Exposition in Chicago where 
also is located the factory of the Hurley 
Machine Company, makers of Thor 
washers and ironers, sold by Public 
Service Electric and Gas Co. of N. J. 
Public Service also handles Hoover, 
Westinghouse and Universal Cleaners 
and Kelvinator refrigerators. 


TENNESSEE VALLEY APPLIANCE 


DRIVE SET TO BEGIN 


IN 


TUPELO, MISS., THIS MONTH 


Refrigerators, Ranges and Water Heaters to Carry EH@FA 
Emblem, Says President David E. Lilienthal 


GOME time shortly after this maga- 
zine is in your hands, the first sale 
and demonstration of electric ranges, 
refrigerators and water heaters, manu- 
factured for the Electric Home & Farm 
Authority, subsidiary of the Tennessee 
Valley Authority, will be held at 
Tupelo, Miss., according to an an- 
nouncement by David E. Lilienthal, 
EH&FA president. 

All appliances will carry a distin- 
guishing mark of the Authority. They 
will be sold by Tupelo dealers on a 
term payment plan financed by EH&FA. 
Civic organizations and municipal offi- 
cials are planning to attend the event 
and turn it into a kind of celebration. 
A permanent exhibit and demonstra- 
tion is planned, the latter to be under 
the direction of Miss Marie White of 
the TVA training division. 

Thus, in this first sale and demon- 
stration of TVA-sponsored appliances 
at special prices and with government 
financing, there begins, quietly, what 
may prove to be one of the most far- 
reaching experiments in the production 
and distribution of appliances for the 
home. 


New TVA Appointees 


George D. Munger, who has been 
associated with the Central Hudson 
Gas & Electric Company, Pough- 
keepsie, N. Y., for the past ten years 
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and who, in 1931, was the recipient of 
the McGraw Award for the best de- 
velopmental plan in the electrical in- 
dustry, has assumed his duties as 
organizer in charge of domestic elec- 
tric consumption in the Tennessee 
Valley area. He will report to Mr. 
Lilienthal. 

In addition, William B. Phillips, 
formerly with Erwin, Wasey, adver- 
tising agency and before that a faculty 
member of the University of Wiscon- 
sin, has been appointed assistant to the 
president of the Electric Home & Farm 
Authority. 

Forrest Allen, becomes director of 
press and publications for EH&FA. 
He was formerly with the Scripps- 
Howard newspapers in Knoxville, 
Tenn., home of TVA. 

The electric division of TVA and 
the headquarters of Electric Home & 
Farm Authority will be located in 
Chattanooga, according to Mr. Lilien- 
thal. 

Commenting on the approaching 
opening of the appliance activity, Mr. 
Lilienthal announced that Tupelo, 
Miss., had been selected as the starting 
point of operations because that muni- 
cipality had been the first to vote to 
take TVA power. 

Young & Rubicam, advertising agency, 
have been retained to prepare posters, 
window displays, etc. 


PHILLY ELECTRIC HAS 
52 PER CENT INCREASE 
FOR FIRST 3 MONTHS 


Ironers Again in Lead 


VER at the Philadelphia Electric 

Company, the benign spring suns 
are bringing more than one message of 
better times and better business. A re- 
frigeration show was in progress on the 
main floor of the Edison Building and 
judging from the crowds of customers 
and the perspiring salesmen, the year 
will bring even more than the present 
41.4 per cent increase registered for the 
first three.smonths of the year. Center 
of interest, by the way, was an all 
Monel Metal refrigerator brought out 
by Stewart-Warner. 


“Ice People Hold Show” 


A somewhat pathetic note was a “Re- 
frigeration Show” staged by the ice 
people of Philadelphia, who hired a 
showroom directly opposite the exhibi- 
tion hall of the Edison Building. It 
fooled the public for a while. People 
would come in, look around, and then 
say “But where are the electric re- 
frigerators ?” There was no other course 
but to send them across the street where 
two dozen different makes of electrics 
were surrounded by milling throngs. 

Electric ranges, too, are way ahead 
in Philadelphia this year. Austin Monty, 
Merchandise Manager, said he didn’t 
want to quote the percentage of increase 
because the figure was almost astron- 
omical. He added that it wouldn’t be 
fair because last year’s figure contained 
a number of reverts—all due to eco- 
nomic conditions. A range campaign is 
in progress here. It started March 26 
and it runs to May 25. Both the em- 
ployes and the general sales staff are 
working on it. Reverts this year, Mr. 
Monty indicated, were 20 per cent less 
than last year. 

Increases exceed each other month 
by month. The March figure standing 
at 77.7 and the three months figure be- 
ing 52.3 per cent better than in the same 
three months of 1933. 

The biggest increase in business came 
from ironers—you find that wherever 
you go!—it amounted to 149 per cent 
for the three months period. Vacuum 
cleaners are the only appliance down 
from the 1933 figures, due entirely, Mr. 
Monty believes because the cleaner 
business is almost entirely replacement. 

Here’s the whole dope: 


Per Cent Per Cent 
Increase for Increase for 
March, 1934, Three Months 


Over 1933 Over 1933 

Refrigerators 

(domestic) ..... 58.0 41.4 

(commercial).... 34.0 12.2 
3,275.0 
157.0 60.0 
Table Appliances... 68.0 49.3 
150.0 149.0 
Vacuum Cleaners. . 8.5 —24.0 
75.0 79.0 
Portable Lamps .. 21.0 21.0 
Sewing Machines .. 31.5 42.0 
Miscellaneous ..... 8.0 8.0 
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UNIVERSITY 


COURSE 


in One Article 


The following article is on the most impor- 
tant but one of the driest subjects of sales 
training. The article as written represents 
all that is essential to know which has often 
been covered in an entire university course. 
For example, La Salle Extension University 
devotes months of study and at least eight 
of its text books to the subject matter herein. 


My aim has been to cover everything that 
is important technically in the selling proc- 
ess within the one article as a necessary 
foundation to the other articles which neces- 
sarily rest upon it. Covering such a wide 
latitude it has been impossible to season it 
with specific illustrations as I should desire. 
Since no salesman can expect to succeed 
without this understanding, it is very im- 
portant. 


My feeling is that the average salesman 
slips by ignoring a study of the selling process 
in that he knows it is somewhat dry and 
technical. Heretofore, it has also required 
weeks of study. But herein he can gain an 
understanding in an hour’s time that will 
give him all of the fundamentals and make 
it possible for him to greatly improve his 
selling practice. 

—Gerald E. Stedman 


by giving it a tail light which illuminates the path 
along which it came, but it has to travel in the 
dark as to where it is going. The appliance field has 
many such human lightning bugs—salesmen who know 
only where they came from but not where they are going. 


N resi played a cruel trick on the lightning bug 


They continue to make the same old mistakes. They 
work without thinking. They have no sense of direction. 
And they wonder why they get nowhere. 

The most common cause for sales failure is that the 
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G rlesme? 


Qs 


salesman does not understand the selling process. It 
isn’t only what you sell but how you sell it. Nor is it 
alone what you say but how you say it. And it isn’t 
solely how hard you work but how effectively that makes 
you the prize-winning salesman. And these depend upon 
knowing and using a correct selling process. 

Just as many trains carry many things along the same 
old track, so salesmen of different personalities can sell 
many varied appliances by the same selling process. 
The important thing, whether you are selling electric 
refrigerators, washing machines, vacuum sweepers, 
ranges, oil burners or what not, is to stay on track if you 
expect to get anywhere selling. 

It is the purpose of this article to give you a condensed 
explanation of a practical selling process which you can 
put to use immediately, no matter what you are selling, 
with assurance that it will improve your sales success. 
Since this covers a range of considerations to which 
entire university courses have been devoted, there isn’t 
sufficient space to season the description with illustra- 
tions. I will give you a clear understanding of the prin- 
ciples of the selling process. Invest your time, thereafter, 
in becoming proficient in their application. 

Salesmanship may be defined as the art of persuading 
another that what you have to sell (which he needs) is of 
greater value to him than the money required to pos- 
sess it. 

There are those who attempt to clutter up the art of 
salesmanship with complicated systems designed to 
spread some magic charm upon the prospect. But they 
succeed only in confusing the salesman. If I have a hat 
and you have $2.00, the moment I can make you want 
to possess the hat more than you want to keep the 
money, you will insist on giving me the $2.00 and taking 
the hat. Salesmanship is nothing more than that and 
should always be kept that simple. Avoid complexity. 

Practice “buymanship” rather than “salesmanship.” 
Never sell. Always create the desire to buy. There is 
a vital difference between the two. 
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the 


Selling 


By the first method, you overpower the prospect by 
high pressure and mesmerize her into a forced decision 
she later regrets and your trouble starts in canceled con- 
tracts, excessive service demands or knocking among 
acquaintances. Never let your interest stop at the dotted 
line. Remember you are selling ultimate satisfaction 
which can seldom be achieved unless the prospect forms 
an independent buying decision rather than to react to 
your dominance of her. 

The act of creating the desire to buy, on the other 
hand, is based upon a calm, sincere; confidence-inspired 
type of selling which educationally explains and unfolds 
all product advantages in a manner that will permit the 
prospect to make up her own mind to a buying decision 
with which she will later always feel entirely happy, 
providing the product performs right. Be a low pressure 
exponent of buymanship and watch your sales record 
vault skyward! 

The correct selling process for any product requires a 
method for attracting favorable prospect attention, 
arousing a felt need and establishing a solution for it 
which the prospect will feel is more valuable to her than 
the money she has to pay for it. 

The old formula, so often stated, was that it was 
necessary to (1) gain attention, (2) create interest, (3) 
arouse desire, (4) get action. But this left two crucial 
essentials missing—confidence and satisfaction. Let me 
give you a new formula which includes all these. 


THE CORRECT SELLING PROCESS 
Uses This Sequence To Gain These Objects 
. Employs the “Headline” 1. To Gain Attention. 
Treatment. 2 To 7 
. Sells Product Advantages. 
. Provides Proof of Value. 4. To Establish Confidence. 
. Persuades the Prospect to 5. To Get the Order. 
Buy. 


All In a Manner Resulting In User Satisfaction 
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Process 


**Salesmanship. .. 1s 
the art of persuading another 
that what you have to sell 
(which he needs) 1s of greater 
value to him than the money 
required to possess 


Here’s how to do it 
By 
Gerald E. Stedman 


Vice-President, The Cramer-Krasselt Co. 


If you use the above sequence of steps properly, you 
will move from approach to need to solution in a manner 
that will make most effective use of all buying motives 
and win the greatest percentage of closures to prospects 
with the least waste of time and effort on your part. 
Always remember that only a complete presentation wins 
and this may take one interview or more. It involves 
gaining favorable decision on five important buying 
decisions : 

1. The Need of the Particular Prospect. 

2. The Preferred Ability of the Product to Answer It. 

3. That You and Your Store Are the Best Person and 
Place of Whom to Buy It. 

4. That the Price and Terms Are Advantageous. 

5. That the Best Time To Buy Is Now. 

Leave any of these buying decisions out and you will 
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be unable to induce the prospect to buy. One missing 
decision may lose the sale. The surest way to win them 
all is to follow the correct selling process. Improve your 
sales technique by study and observation. Become adept 
in the manipulation of each step. Analyze each lost sale 
to uncover which step you were weak on or which de- 
cision you missed. Never make the same mistake twice. 


NE of the weakest points in the work of many sales- 

men is the approach. They fail to get at the root of 
the problem. They want the sale so much that they con- 
centrate attention on how to get the order rather than to 
give much study to approach methods. But you can’t 
get the order until you win the chance to present your 
story and you can’t achieve this until you get favorable 
attention. This is, therefore, the all-important first step 
in the selling process, and I suggest the “headline” treat- 
ment of approach as by far the most successful. 

The problem of sales approach is not unlike that of 
the newspaper publisher who could print twice as much 
news by leaving out headlines, but no one would read 
such a newspaper. Just as the headline on a news story 
attracts the attention of the prospective reader, so head- 
lines for your selling talk will attract the attention of 
your prospect and get him into a favorable attitude. 

Use headline statements in your approach. The head- 
line for your sales presentation should be just what the 
newspaper headline is to the news article—the biggest, 
most striking, most attention-arresting fact of your 
whole story. A good headline will be no hackneyed 
statement about the weather or some query about how 
much time the prospect can spend or the plea to spare a 
few minutes to listen. The right headline is, more likely, 
buried deeply in the very heart of what the product you 
are selling can mean to the prospect. It should be as 
telegraphic as the newspaper style. 

If practical, your sales headline should be a question, 
so phrased that there can be no answer except, “Yes.” 
Such questions as “Do you need an electric refriger- 
ator?” while headlines all right, are hopeless because 
they invite an inevitable “No.” The question that will 
attract most favorable attention is the one having definite 
news value that strikes close to the particular prospect's 
interest; one capable of arousing a definite hope of gain 
or one that dramatically appeals to some buying motive. 

Here are samples: “If I found a gold mine in your 
kitchen, would you let me give it to you?” Or, “If I 
found a way to save 20 per cent on your food bills, 
would you consider it?” 

Study headlines. Experiment with the hundreds of 
different ones that can be used. Find the few that arouse 
the most favorable attention. Use this headline treat- 
ment to get attention and you will have become expert 
in the first step of the selling process. 

You cannot build a desire for a product until you have 
established its need. A need may be felt or unfelt. If 
the former, you can pass on to the next step in the selling 
process with but a brief summary that will make the 
prospect most vividly conscious of it. But if the need 
is unfelt, you must turn into the rdle of educator and 
paint powerful word pictures depicting the disadvan- 
tages, risks, penalties and costs of enduring without the 
benefits that might be gained by product ownership. The 
prospect is not so much interested in the general need as 
in her own particular situation. Put your mind in the 
prospect’s home. Talk particular facts about her par- 
ticular family. The closer you come to the individual 
interest of the prospect, the surer you are to establish 
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a felt need. This is the second step of the selling process. 
Don’t begin to describe product features until you are 
sure the need is keenly enough felt. 

The next step is to sell product advantages in a man- 
ner that will arouse desire to possess. We do not buy 
things merely to own them, but rather to gain the advan- 
tages they will give us in pleasure, protection, freedom, 
economy, use value, satisfaction and savings. Every 
prospect you face is interested solely in buying the ad- 
vantages you have to sell. The more successful you are 
in portraying these values, the less consideration the 
prospect will give to price. 

Start out in this step by a complete description of the 
reasons why the product solves the need, contrasting the 
disadvantages of going without it with the benefits ihat 
can be expected from it in the particular prospect’s case. 
Describe all product features carefully ; giving much at- 
tention to the use value of each feature as you proceed. 

When desire has begun to be aroused, restate the ex- 
clusive and distinctive advantages of your particular 
product over all others of its class without mentioning 
competitive names. If you are not selling a product that 
has vital distinctions and if you don’t strongly emphasize 
them; you will wake up to find yourself selling in a 
manner from which someone else will reap the benefit. 


ACH prospect, with a felt need, has many products to 

choose from and she will shop around. Seldom, if 
ever, does a woman buy a certain product without inspect- 
ing others before making her final selection. And she 
buys the one which has the most plus value. So be sure to 
sell her the differences in your product which make it a 
greater value, a more distinctive solution, and a better 
buy. Let other competitive salesmen spend their time 
selling her on the features that are similar while you 
emphasize the exclusive advantages of your product— 
that is the way in which you can actually get competitive 
salesmen to work for you without their knowing it. 

When desire has been fully aroused, show the prospect 
the savings that will accrue from its ownership. Capi- 
talize all benefits, fitted to her particular use of the 
product, creating an estimate of their monetary value 
with which she agrees and compare this with the terms 
required to possess it. Justify the purchase by the sav- 
ings it creates, as I outlined in my February article. 

A truthful story of savings on oil burners, electric 
refrigerators and washing machines can be built to show 
that the purchase of any one of them can be financed 
largely from the savings they create and that these pur- 
chases pay such dividends in relation to monthly pay- 
ments as to make them the most profitable investments 
that can be made. By thus building up the value and 
dramatizing the savings, the required price becomes an 
insignificant consideration which the prospect readily 
accepts. 

No point in the third step of this process should be 
left until the prospect indicates that she accepts it. Each 
should, if possible, be hooked up with one or more of 
the major buying motives. The more of them you appeal 
to in each solicitation, the more sure you are to win the 
sale. The ten most powerful buying motives which in- 
stinctively rule our actions are these: 

1. Appetite—The most instinctive and frequently en- 
joyed desire of all and, in consequence, the most im- 
pelling motive. This is not only because it is connected 
with self-preservation, but because it is one of the most 
enjoyable sensations. We live to eat. Appeal to it. 

(Please turn to page 68) 
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Beat Bad Accounts 
with a 


Conditional 


Bill Sale 


Ralph Thomas 


of the Thomas Electric Company, 

Omaha, tells how his company saved 

money on lighting fixture contracts 
that went bad. 


we thought were excellent credit risks become 

bad accounts, with the result that the loss on one 
account was enough to “eat up” the net profit on ten to 
twenty good sales. 

This sad condition existed with our firm on the sales 
of lighting fixtures particularly. We suffered a few 
heavy losses because we were not fully protected. 

Since the major part of our fixture business was in 
newly built homes, we were faced with the problem of 
dealing with numerous small speculative home builders. 
Many of these were very reliable and well financed, but 
in far too many cases, these small home builders were 
lacking in dependability and working on shoestring 
finances. 

Some of these builders carried on unsound practices, 
which often resulted in losses to some of the dealers 


D«« G the last few years, we have all seen what 
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A corner of the Thomas Electric Company 
lighting fixture studio 


furnishing equipment. Such things as getting loans on 
the houses before the fixtures were in and then paying 
off some of the contractors’ bills and leaving others 
stand and using the surplus to start another house were 
among these practices. They were rather common and 
usually resulted in the builder eventually getting spread 
out so far financially that he collapsed. 

These things occurred during a time when the market 
was falling and many times the houses would not bring 
any more than the mortgage, so that lien rights were 
frequently of no value. 

As an example, we cite the case of a certain small 
builder who built a few homes and when he got a little 
ahead, built one for himself and invested all of his 
working capital in it. He lost the house soon after it 
was completed, and it was taken over by the bank. We 
had not received payment for the fixtures and when we 
interviewed the bank they stated that, “they were sorry, 
but there wasn’t enough to pay the loan.” When we 
informed them that we held a conditional sales contract 
properly recorded on the fixtures, their tune was dif- 
ferent and we received a satisfactory settlement for the 
merchandise. 

Another example is that of Jane Green, who started 
building two houses. She purchased the lighting fix- 
tures on a conditional sales agreement, paid part down 
and the contract was recorded immediately. Soon after- 
ward she lost her mind and was sent to a sanitarium. 
We located her guardian and wrote to him. He replied 
that we should file a claim against her estate. We noti- 
fied him that we held a conditional bill of sale and did 
(Please turn to page 58) 
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WAYS THAT SOLD 
AND ARE SELLING...... 


Flash / 


@ Here are time-tried and tested 


methods that have sold and will sell washers in all 
weathers, off the store-floor and at the back door. 


Culled and collected from here, there and everywhere 


SELL REPAIR AND 
MAINTENANCE SERVICE 


NEW JERSEY dealer, finding new 
washer sales falling off, and being of a 
mechanical mind, took his tools and canvassed appliance 
users in his bailiwick. He signed himself “Jack—Of All 
Trades Electrical.” Where any apliance, table, motor or 
otherwise, required adjustment, or a new cord, or switch, 
etc., he did the work on the job, pocketed his modest fee, left 
his card—and left, after noting the party as a prospect for 
whatever appliance was lacking in the household. Major 
repairs and replacements were made in his shop. In this way 
he secured leads for new and old appliances, re-built his 
trade-ins and in turn advertised them in the want ads’ of his 
local paper. Today he has two bright mechanics working on 
service while he does the contacting and “home 
repairing.” 

A Western contractor-dealer, faced with the same prob- 
lem, developed a periodic inspection and maintenance service. 
He collects a minimum fee of $6.00 per year for “12 Inspec- 
tions and Services” on each tour of which he tests, regulates 
and oils the household’s appliances, and guarantees to keep 
them in “Perfect Running Condition.” He plans to issue 
a Coupon Book, of 12 tickets, each worth $.50 in Repair 
Maintenance Service. The whole book will be sold for $5.00, 
or the customer can buy the single coupon. Of course, ex- 
tensive repairs and replacements are charged accordingly. 


DON'T KEEP YOUR 
BUSINESS A SECRET 


OW many retailers are ashamed to let 

their friends and acquaintances know 
How often a washer dealer is hurt when he 
hears of a supposedly good friend, ordering of a competing 
dealer! Don’t be backward about coming forward when it 
comes to talking about yourself as headquarters for washers, 
etc. Your butcher, baker and candle-stick maker—the people 
you buy of—might be glad to buy of you. Don’t wait to be- 


their business ! 
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come a Rotarian before you go after the trade of your friends. 
Don’t rely upon your store advertising to “sell” them. Be a 
mixer and a joiner. Get a reputation for being a “live wire” 


in your community. Tell ’em you want their business—and 
get it. 


ON THE WALK — 
TO STOP THE WALKAWAYS 


LILLIPUTIAN Electric Shop in Seattle, 

seven feet square, displays and demon- 

strates washers in the doorway. Leads are given to outside 

salesmen. In San Diego, another dealers has a washer in 

operation out-front. A man or woman is always in attend- 

ance, to distribute literature and answer questions. Where 

possible, interested prospects are brought into the store to 

see a complete demonstration. Never a day passes without 
many leads. 

Always a good motto: get it out where they can see tt— 
and handle it. Make them stop—look—and loosen up. A 
good “‘speil” helps. But don’t let the “speiler” make a side- 
show out of it. Note how the large department stores handle 
aisle demo’s of vacuum cleaners. 


WASH THE UNUSUAL — 
THE “PILLOW CLOSE” 


HE centrifugal type washer does a 

splendid job of washing and drying feather 
pillows, comforters and woolen blankets. The average 
woman has no idea she can wash and dry feather pillows 
with the feathers in ’em nor has she an idea of the 
dirt a pillow gathers inside. It takes a knack to wash and 
dry them, but this is a great sales clincher. The pillow is 
one of the most “intimate” household articles. Point to the 
fact that most states have a law against selling second-hand, 
used, or even shopworn pillows which indicates 
the health department’s opinion of the need of keeping them 
immaculate. After the washing, dip a glass into the wash- 
water and hold it to the light, so the prospect can see the 
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dirt extracted. Right now, with summer coming on it’s a 
good time to feature the thorough cleaning of woolens, 
blankets, etc., before storing them away. The pillow demo’ 
is a great sales clincher. 


HOW TO HANDLE CHILDREN 


T IS often difficult to demonstrate to the 

woman in the store when she has children 
with her. A Portland, Ore., dealer built a low play-table, 
placed it in the back of his store, with a child’s chair, put 
some blocks, picture-books and toys on it and, while he 
talks undisturbed to mamma, the kiddies play happily. An- 
other dealer, finding his outside men bothered the same way, 
equipped each with some inexpensive picture books which 
are used to interest youngsters while they get in their sales 
talks, undisturbed. 


TELL 'EM AND SELL 'EM IN GROUPS 


) SECURE live prospects and lead them 

to the point of sale, a large dealer employs 
friendly customers to arrange meetings of friends either in 
their homes or in churches, lodges, clubs, etc., at which he 
gives brief talks on improved washing methods in general, 
and his own products, in particular. Occasionally he has 
some expert from the factory, or a women home economic 
leturer give the talk. He furnishes refreshments, and at 
times, inexpensive souvenirs. He has had particularly good 
results with bridge clubs. Of course he follows up the mem- 
bers to capitalize their interest. 

Many societies, clubs, guilds, ladies auxiliaries, and other 
organizations are eager to enrich their treasury. He pro- 
motes business by encouraging them to hold raffles, draw- 
ings, etc., for which he offers merchandise prizes, either free, 
or at a special discount. One San Diego dealer regularly 
holds a “Store Picnic” for the children and grownups. His 
truck takes out the refreshments, sandwiches and cool bever- 
ages, the material for games and his salesmen act as mentors 
and judges for various out-of-door contests. He advertises 
this picnic in local papers, and in his windows in advance. 
Attendance has run as high as 800. 


UTILIZING SPARE 
DISPLAY SPACE 


AX ENTERPRISING dealer in a small 
city secured permission of his local lead- 
ing hotel proprietor to use the hotel lobby to display his 
major appliances. Each was exhibited a week, the manu- 
facturer cooperating to build the display. As the local 
Kiwanis, Rotary and Lions Clubs, not to speak of the Ladies 
Auxiliary and other organizations, lunched and met there 
periodical'y, much favorable publicity resulted. By selling 
the proprietor a washer, at a special price to clean his em- 
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Roi B. Woolley 


ployees’ uniforms, etc., he “subsidized” the hotel for his 
displays. 

This same dealer cashes in on the empty stores adjacent 
to his own shop by engaging them for his displays. He pays 
the owners’ light and window-maintenance costs and dis- 
plays the owners’ “For Rent” card in addition to the placard 
giving his store location. 


MAKING CUSTOMERS SALESPEOPLE 


AVE you ever seriously attempted to put 

customers to work for you? Now is the 
time to do it. Women and young folks like “pin money” these 
days. Some dealers offer customers so-much per name for 
live prospects, and as high as $10 commission when a sale is 
closed through their help. In some cases the customer’s own 
laundry is used as the display room. Some dealers utilize 
a printed coupon book, each coupon being worth $5.00 (or 
more) to apply on the purchase of an appliance, when a sale 
results from the customer's lead. 

Wise merchants tabulate their customers’ business; it is 
easier to sell a customer having one of your appliances some 
other utility, than to sell a stranger. One dealer keeps very 
close contact with his customers by continually writing them 
and sending litle gifts—a clothes-pin, bearing his name, a 
sample box of soap (supplied by the manufacturer), bulle- 


| 
| 
4 
j 
| 
q 
4 
ten 
By 
47 


tins, and data on home-keeping, etc. And he visits them 
more regularly than their pastors. Small wonder they turn 
to him for “everything electrical.” He knows when he re- 
fers a prospect for a washer to any one of his washer cus- 
tomers that he is going to get a great send-off. 


TRADE-IN ALLOWANCES 


LARGE metropolitan dealer, at certain 
times, advertises: “Save As Much As 
$30.00 On The Purchase Of a Brand New Washer!” 
This “stimulator” was “for a limited time only,” and was con- 
tingent upon the customer turning in her old washer, the 
allowance being applied against the purchase price of the 
new. Some dealers have offered a minimum amount $10.00 
to $20.00 allowance for old washers, no matter what their 
condition. These old machines were either re-built and sold 
as such, or junked. A fertile means of advertising them is 
in the “want columns” of the local papers. 


REACH THE 
FOREIGN BORN 


OO much attention has been paid to Mrs. 

Fifth-Avenue-prospects and not enough 
to Mrs. Backstreet. In Utica, special leaflets were printed 
in Polish which, when distributed to Polish settlements 
brought business. In another city with a large Italian popu- 
lation, a live dealer employed a chap to translate a series 
of short, pithy letters into Italian and then follow up the 
mailings personally. It was surprising how many bought— 
for cash! These people have their own customers, traits and 
habits. Don’t try to appeal to them and sell them without 
the help of one who knows their customs. 


REMEMBER THE TESTIMONIAL 


ETHER you like it or not, the 
testimonial will always be with us as a 
dominant sales-factor. Whether you sell off the store floor 
or at the customer’s door the testimonial will prove useful. 
There are many ways to utilize them. Some dealers retain 
the originals in a neat scrapbook, equipping salesmen with 
photostatic copies. Others hang them on the walls, framed 
(the five-and-ten sell some neat frames nowadays) while 
others display them under the glass on counters and tables. 
One dealer combines the use of testimonials with snapshots 
of his customers, or the washer in the customer’s home, etc. 
It is always easy to get a snap of a child “wearing the dainty 
dresses that are washed in the washer,” etc. etc. 
One dealer lists the names of his washer customers on a 
large panel, near his demonstration machine. Another has 
individual cards, one for each customer, arranged in a frieze 
around his walls. Another has an enlarged map of his city, 
with tacks or “stars” indicating the location of each customer. 
Thus he is able to point out to the prospect the nearness 
of other users. 


THE BULLETIN BOARD 


N OHIO dealer had an empty space in his 

doorway that he couldn’t find ways to 

use. As an experiment he mounted a. black bulletin board, 

with lettered heading so passersby could read: “LATEST 

NEWS BULLETINS.” On this he mounted pictures from 

the rotogravure sections, magazines, newspapers, etc., per- 

taining to “things electrical.” It was surprising how many 

people stopped to read. Of course this should be combined 
with some advertising of the merchandise in the store. 
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NEGATIVE — BUT NOVEL DISPLAY 


TORONTO store features the energy- 
saving features of its appliances. Its 
window displays are not always new, but they’re striking. 
One “Life-Sentence” window showed the latest washer on 
one side, with the old wash-tub and scrub-board on the other ; 
in between was a green mound, with white “tombstone” upon 
which was lettered: “Here lies the body of Hiram Green; 
her husband wouldn’t buy her a washing machine.” 
Another dealer, basing his plea on the idea of “life and 
wife saving,” dubbed his shop: “WIFE-SAVING STA- 
TION.” This slogan, with his name, was used on his sta- 
tionery, advertising, windows, etc., and he became quite 
talked about. 


OBVIOUSLY OLD — 
BUT STILL GOOD 


HIS capitalizes curiosity and envy. When- 

ever a dealer makes a delivery of a washer 
it is strange how many homes he visits, with the nice, shiny 
washer plainly visible on his truck, before he finds the right 
address. The entire neighborhood knows that Mrs. Blank 
is getting a new washer, and of whom, which furnishes food 
for gossip—and salesmen’s followup. 


THE STYLE’S THE THING 


F YOU don’t believe there are fashions in 

washers, compare products of ten, even five 
years ago with today’s “stream-lined” jobs. One dealer capi- 
talizes this advance by displaying the “modes” for years 
back. This emphasizes the value and moderate price of 
present products. Women know little, and care less about 
“washer mechanics,” but they know what pleases their eye. 
Play upon their style-sense by “style-izing” your newest 
models. 

Another place for style tie-in is in the window. Wax fig- 
ures, secured from friendly department stores (giving them 
credit) displaying latest smart frocks and dresses, win femi- 
nine attention. Table and other linens, fine lingerie, that can 
be washed in the modern washer, make excellent eye-catching 
displays and emphasize the cleaning, drying qualities of the 
machine. Style pictures from current fashion magazines, 
nicely displayed can be used to get over the idea that “This 
Is the Latest Style In Washers.” 


USE THE WANT ADS 


MARYLAND dealer uses the want col- 
umns regularly to advertise used and 
rebuilt machines. Copies of his daily “For Sale’s” are shown 
in store and bulletin board, and mailed to live prospects. He 
particularly encourages women who use his washer in their 
hand-laundries to advertise. Here’s one: “NOTICE: 
HAVING INSTALLED A ....WASHER WE CAN 
TAKE IN TEN MORE WASHERS EACH WEEK. 
Satisfactory work guaranteed. Myrtle Campbell, 100 Pond 
St., Telephone 453.” Another of his ads reads: “FOR 
SALE: Stationary tubs. Used five months. $45.00 value. 
Will sell for $25.00. Reason for selling—just installed a 
.... Washer. Address Box 731, care Evening Times.” 
Watch your paper for ads’ of “Laundresses wanting to 
take in washing” ... then sell ’em on how much more, and 
better work they can do with your washers. Another dealer 
runs ads’ on demonstartions such as “NOTICE: For your 
next week's washing telephone 231 for FREE DEMON- 
STRATION by capable lady demonstrator, using the newest 
.. Washer.” 
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Part of the crowd that responded to the “pressing invitation” at 
Kresge’s and who ironed towels. Getting them to use the ma- 
chine was the important part. 


Kresge’s 


Gives Away Towels 
in Ironing Machine 


Demonstration 


M. BACHARACH who runs the appliance department 

* at Kresge’s in Newark, N. J., thinks the “free dish 

towel” is one of the best demonstration and sales ideas he 
has thought up in connection with ironing machine sales. 

Somebody over at Commonwealth Edison in Chicago also 
though it up and the pictures were in the April issue of 
Electrical Merchandising, but Mr. Bacharach deserves a 
share of the honors. 

Kresge’s put it across in three ways: A newspaper ad on 
ironers telling the housewives of Newark that they had 
a “pressing engagement” in Kresge’s the next day; a win- 
dow display showing a demonstrator ironing and a sign 
announcing that to everyone ironing a dish towel it would 
be given to her free; and the actual demonstrations them- 
selves when more than 200 women made the test on the first 
day. Fifteen of the women bought the machine on the spot. 
The remainder, as have those who have made the test on suc- 
ceeding days, constituted such a list of hot prospects on 
ironers as is rare in department store experience. 

“It is all in getting away from the expert demonstrator 
and getting the woman to do something herself,’ Mr. 
Bacharach explained. “We have been attacking this ironer 
business in the wrong way. In the past, it has always been 
eur hardest job to get the prospect to sit down at an ironer 
and find out for herself just how easy it is to use. That 
is what the free towel offer has accomplished. It is amazing 
the number of people that come in here, sit down and iron 
the towel and then leave their names and addresses for us to 
follow up. About 80 women a day take advantage of the 
free offer at present. They are, in most cases, women that 
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WASHER AND 
IRONER SALES 


says 


EK. M. Bacharach 


A demonstrator in one of the main windows, ironed 
towels and pointed out the free dish towel offer to 
: passersby. 


A demonstrator was also on hand to help out with 
more difficult pieces. Most of the ironing was done 
by the customers, however. 


have been thinking about ironing machines and have wanted 
an opportunity to try them out sometime. 

“We give them just that opportunity.” 

Some notion as to the value of the scheme may be gained 
from the fact that Kresge’s ironer sales have increased 46.6 
per cent for the first two months of 1934. Washer sales, too, 
are up 58.7 per cent. Refrigerators are running ahead of 
last year. In Kresge’s the refrigerators occupy a special 
department of their own on the seventh floor. The washer, 
ironer and cleaner department is on the sixth floor. 

While the free offer on ironing machines is being run, 
Kresge’s are offering a special combination on a washer and 
ironer (two separate machines) the ironer selling for $39.50 
and the washer for $49.95. Customers are given the privi- 
lege of paying only one down payment on the two pieces of 
equipment: $5. The combination sells for $89.45. 

The dish towels used in the free offer, Mr. Bacharach 
said, were ordered at his own expense and embroidered with 
red letters at a cost of about seven cents a piece. 

“A cheap price to pay for the list of hot prospects this 
plan has dug up,” he added. 
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washing machines 


THE PLACE TO SELL A WASHER 
IS ON THE PROSPECT’S 
BACK PORCH 
By Ken Bostelman, 


Washing Machine Specialist of the Gurr-Smith Company, 
San Bernardino, Calif. 


EFORE explaining what we con- 

sider is the most efficient method of 
selling electric washers and ironers, it 
would be well to first explain our sell- 
ing organization. This store handles 
electrical appliances for the home, only. 
The line includes radios, refrigerators, 
ranges, laundry equipment, sweepers, 
clocks, mixers, etc. Each salesman sells 
the entire line, though some are more 
proficient in selling certain items than 
others. Personally, I am a better wash- 
ing machine salesman than a refrigera- 
tor salesman. 

But we do not call ourselves salesmen. 
We call ourselves “assistants to house- 
wives” because we are helping them to 
accomplish their work with more ease 
and There are millions of 
salesmen, but few assistants to house- 
Wives. 

In our opinion, however, the only suc- 
‘cessful way to sell washers is by actual 
demonstration on the prospect’s back 
porch. The only successful way to get 
demonstrations is by house-to-house 
canvassing. We recognize that there is 
always some one who is willing to buy, 
but we must go outside the store to find 
him. 


less cost. 


To make house-to-house canvassing 
profitable and not irksome, the salesman 
must bear in mind that, as the farmer 
realizes that cultivating the field once 
will not produce a bountiful corn crop, 
so once over his territory will not pro- 
duce a bountiful harvest of demonstra- 
tions and sales. He will obtain more 
demonstrations, and _ therefore make 
more sales, out of the third covering of 
his territory than he will out of the first. 
In fact he will get twice as many 
demonstrations the second time over as 
he got the first time; and twice as many 
the third time over as he got the second. 

Generally speaking, on his first round 
the salesman merely introduces himself 
and his merchandise and arouses some 
interest. He will book a few demonstra- 
tions. The second time over will further 
sell himself and arouse more desire for 
the merchandise and create a recogni- 
tion of the need of it. Between the 
second and third rounds, the desire to 
possess and the recognition of the need 
will have done good work; so, the third 
time around, he and his merchandise 
will be given favorable and serious con- 
sideration. 
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BACK PORCH DEMO 
“We do the whole family wash 
while the housewife looks on and 
sells herself.” 


One should cover his territory at least 
once every 60 days. 

We consider every housewife a sus- 
pect for an electric washer. No suspect 
becomes a prospect until a demonstra- 
tion has been booked. And the suspects 
may be grouped into three classes: 

lst.—Those who send their washings 
to the laundries,— 

(A) Because they are proud that they 
are financially able to do so; 

(B) Because they may be working 
and haven't time to wash. 

(C) Because they are indifferent. 

2nd.—Those who do their washing 
over the wash board with the possible 
assistance of a wringer :— 

(A) Because they don’t 
laundry, 

(B) Because they think they are sav- 
ing money, 

(C) Because they are ignorant of 
what a washer will do. 

3rd.—Those who are using obsolete 
washing equipment, because they are 
ignorant of the efficiency and economy 
of later models. 

In presenting our case to the woman 
who patronizes the laundry, we must 
recognize that very few women send 
all their garments and fabrics to the 


trust the 


laundry. They fear some loss or dam- 
age. Hence they must continue to wash 
out some pieces by hand, or hire some- 
one to do it for them. We can show 
them that with an electric washer, they 
can do all their washing in about the 
same time as they wash a few pieces by 
hand; and, since the average laundry 
bundle will cost $1.00 a week, and it will 
cost another $1.00 a week to hire some- 
one to wash out the few special pieces 
by hand, an electric washer will save 
around $100.00 a year—enough to pay 
for an excellent, modern washing ma- 
chine. 

The woman who is doing all her 
washing by hand is a good prospect be- 
cause she already is cognizant of the 
arduousness of the work, and, if she is 
ignorant of the efficiency of modern 
washers, she’s willing to listen to an 
exposition of their merits and is willing 
to be shown. If there is any way to 
finance the purchase, she will buy. 

Housewives who have obsolete 
washers also are good prospects, be- 
cause we can prove that the later models 
do better work at less cost. 

Our demonstrations are booked so 
that the regular family washing will be 
handled. We furnish the soap, and we 
do the washing while the housewife 
looks on. And we not only wash the 
items she brings forth, but ask for more, 
and more, and more. We want the deli- 
cate fabrics, too. 

It is to our benefit, and also to the 
benefit of the housewife, that we sell 
her the best model—providing she can 
pay for it. So we size up the family and 
take out for demonstration the model 
which we believe will give the best serv- 
ice. Generally speaking, we take out the 
best model. We stay off the question of 
price until the demonstration is over, if 
possible. Then when the question of 
price comes up, we usually ask how 
much the housewife feels she can pay 
down, for nearly all sales are on the de- 
ferred payment plan. From the amount 
of the proposed down payment, we can 
judge what price washer the prospect 
can handle. Fifty per cent of the pros- 
pects will buy models higher in price 
than they planned on if they are prop- 
erly demonstrated. 


WASHER CODE TO 
END SPIFFS 


PPROVED by code authority and 
waiting only insertion in the docu- 
ment, is a ruling that forbids the giving 
of premiums or gratuities, directly or 
indirectly, by washer manufacturers to 
retail salesmen. The ruling is also 
framed to prevent wholesale outlets 
from doing this, forbidding members of 
the industry to sell those who do. Spe- 
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washing machines 


cific exception is made to free and gen- 
eral distribution of articles commonly 
used for advertising and to prize con- 
tests among the agents, employees or 
representatives. 

Also pending, according to J. R. 
Bohnen, executive secretary of the 
American Washing Machine Manufac- 
turers Association, is an additional 
paragraph that will end allowances for 
advertising to dealers except to compen- 


sate for space actually used by them. 

Fake guarantees came in for a body 
blow at the March 22 meeting of mem- 
bers of the association. Copy which fea- 
tured in bold type “10 year guarantee” 
and then qualified the guarantee by 
charges for work and parts were deemed 
misleading, and no guarantee at all. Use 
of such representation was barred by the 
association and in its place uniform copy 
set up. 


NIGHT CLUB CONTEST GIVES 
DEALER WASHER PUBLICITY 
General Radio & Supply at Belleville, Ill., Cop First Prize 


** A ND this, ladies and gentlemen, is 

Miss Grace Phillips, represent- 
ing the General Radio & Supply Com- 
pany, distributors of One - Minute 
washers.” 

It was a night club in Belleville, Ill. 
Thirty pretty girls had paraded as rep- 
resentatives of various industries. But 
Miss Phillips had already won the club's 
first prize in the popularity contest for 
1934, and she was a heavy favorite. She 
won again, collected $25 prize money, 
and put another feather in the cap of 
E. O. Kuehn and Frank Sapp, who had 
once more put washing machines in the 
public eye. 

General Radio & Supply Company 
sell washers, refrigerators, radios and 
vacuum cleaners. They have a radio 
and washer service department—the 
latter in charge of Frank Sapp. Mr. 
Kuehn attends to the buying and mer- 
chandising end of the business. Three 
outside salesmen take turns selling on 
the floor and following up outside leads. 
Displays are kept up-to-date and fast- 
moving. Washers are demonstrated 
both in the store and outside on the 
sidewalk—a good way to attract a lot 
of attention from passersby. 

“Some dealers I know,” Mr. Kuehn 
remarked, “feel that the sidewalk demon- 
stration is not in keeping with their 
dignity. But we find that such has not 
been the case with us. They are just 
as valuable as a billboard or your ad- 
vertisement in the newspaper—or even 
this little stunt of the night club con- 
test for various local industries. It is 
simply the problem of keeping your 
name identified continually with the 
product you are selling.” 

General Radio & Supply keep their 
name in the public eye in every con- 
ceivable way — newspapers, billboards, 
direct contact, shows. But nothing 
takes the place of active, aggressive 
merchandising which means continual 
follow-up in the home—that’s where 
Mr. Kuehn has the jump on his com- 
petitors. 
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Carrying quality merchandise at good 
prices is another cardinal point in Mr. 
Kuehn’s merchandising philosophy. So 
certain is he of the quality of the make 
he handles, he offers a free washer to 
a customer who can duplicate as many 
quality features in a competitive make. 
He never carries less than fifteen 
washers on the floor so the customer 
can compare continually. 

His personal philosophy: “The world 
listens to the man who knows. There- 
fore, know your product, plan your 
work and then work your plan.” 


FAIRBANKS MORSE 
ENTERS ELECTRICAL 
APPLIANCE FIELD 


HEN Thaddeus Fairbanks 

brought his platform scale into 
the hemp fields of St. Johnsbury, Ver- 
mont, some 104 years ago, he forged the 
first link of the company that today is 
entering, through a subsidiary, the 
washer, refrigerator and radio field. 
Announcement has been made of the 
acquisition of the Audiola Radio Com- 
pany, Chicago, by Fairbanks, Morse & 
Company. 

With the exception of washing ma- 
chines, the*corporation has not hereto- 
fore made electrical appliances. Its 
history has been in the Jine of weighing 
equipment and power pumping ma- 
chinery. 

Two members of the family are active 
with Fairbanks, Morse & Company, 
C. H. Morse, who is chairman of the 
board, and Colonel Robert H. Morse, 
who is president. 

Mortimer Frankel remains with 
Audiola as general manager. Sales of- 
fices of the subsidiary corporation will 
be maintained for the present at 430 
South Green Street, Chicago. 


E. 0. KUEHN, MISS PHILLIPS & WASHER 
—They all went to a night club and took first prize. 
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How the De Roma Bros. Electric Shop looked fifteen 
years ago and (below) Mr. B. De Roma as he appears 
today. 


LAGUED with falling prices, insufficient margins and the ina- 

bility to buy through jobbers at prices which will enable him to 
meet chain store competition, B. De Roma of De Roma Bros. Elec- 
tric Company, Norwood, Mass., feels that the small electrical con- 
tractor-dealer is hard put to keep his place in the sun these days. 

No inveterate groucher, De Roma has seen his business fall from 
a $150,000 annual volume to a little less than $50,000 because, in 
his own words, the spread is no longer there to do the job with. It 
wouldn’t be a bad business, he says, if some obvious inequalities 
were done away with. 

The De Roma Electric Company is right next door to the Wool- 
worth Five-and-Ten. De Roma and the manager are good friends 
and don’t tread on each other’s toes when it comes to running a spe- 
cial on those smaller items the chain store carry. 

“Tt is difficult to avoid the fact, however,” says De Roma, “that on 
percolator tops, for instance, I get from a jobber at 15 cents a piece, 
while my neighbor has them on sale at two for a nickel. Take these 
strainers for Silex coffee-makers. They are a good repeat item. 
But the manufacturer charges me 35 cents a piece for them, while 
the customer can go into the five-and-ten and buy them for 5 cents 
a piece retail. It isn’t only quantity buying, either.” 

De Roma has been in the contracting business 25 years, 15 of them 
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The spacious store at Norwood, Mass., De Roma occu- 
pies today. Lighting fixtures are relegated to the rear 
of the store. Wiring supplies are bread and butter, but 

he sells 150 electric ranges a year. 


Dealer 


It’s Still a Good Business . . 
Low Prices and Insufficient Margins 


Give the Little Fellow Plenty to Worry 
A bout, says 


. But 


B. De Roma of Norwood 


in his own shop. He sells washers (Easy, ABC), 
refrigerators (Norge), electric ranges (Standard, Gray- 
bar-Crawford), water heaters (Hotpoint), and dish- 
washers (Walker) in addition to an extensive line of 
heating appliances, fixtures, lamps and wiring materials. 
He sells in the neighborhood of 150 ranges a year—a 
good contractor-dealer job. Most of these are wired by 
his own men, who do wiring on range jobs for the Bos- 
ton Edison Company, in addition. De Roma, though, is 
no advocate of free wiring—mostly because there is little 
profit connected with the installation. Even on his own 
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De Roma was the first merchant 
in his town to install neon lighting 
for greater advertising effectiveness. 


range sales he says the profit comes from the sale of the 
range, not the wiring. 

Norwood has a municipal lighting company and De 
Roma has been a consistent arguer against free wiring. 
In addition, to compete in the range market, surrounded 
by Boston Edison towns, where free wiring is in effect, 
he has to sell ranges of less than modern vintage, include 
free wiring and thus make a profit. 

Cheaper washers, too, have done much to hurt the 
business, he says. It is no longer possible to keep sales- 
men and pay them a commission to do an outside job on 
a $49.50 washer. Margins on washers are okay, but 
not the prices. Margins on refrigerators need drastic 
revision upward he feels and appends an instance: 

“A refrigerator is made to sell at $113.50. Margins 
run from 23 to 32 per cent. Salesman’s commission is 
$11.35; delivery (not his own) is $4; financing is $2.50 
(again his own figure). Deducting the commission and 
delivery charge from the retail price leaves $98.15. Pur- 
chase price is $87.96, leaving $10.19. After the finance 
charge has been deducted there is a net profit on the 
transaction of $7.69. And so, Mr. De Roma claims, dis- 
counts should be based on selling price rather than cost. 

“And don’t forget,” he added with gratuitous morbid- 
ness, “your profit of $7.69 comes to you only when the 
last payment has been made. And the last payment is 
the most difficult to collect.” 

To some it would appear that De Roma is only look- 
ing on the dark side of the fence—and maybe he is. But 
no man is in business for his health, and De Roma, along 
with a lot of other dealers, is in a position to know just 
those things that prevent him from doing a better job. 
He is interested in net profit, which is a first business 
principle. 
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Beware of excessive cut price offers. They are a sign 
of a declining neighborhood. 


BABY CAB pushed by an ambitious mother 
A Bios the sidewalk in front of an electrical 
dealer who was looking for a new store. 

“It’s a good sign,” his broker told him. 

“Why?” asked the dealer. 

“Neighborhoods that are on the upgrade have young 
people in them—young people with families. That means 
many wants to satisfy as the children grow up. An- 
other good sign—small movie houses doing a thriving 
business. Also see if there are any basement stores 
prospering. These are the things that point to a neigh- 
borhood with a future.” 

Frank Slosson, of Hooker and Slosson, is a veteran 
Chicago real estate man. In the hunt for a new store, 
he bids the electrical dealer to keep these two points 
in mind! 

1. Get near as possible to a department store or a 
furniture store district. 

2. Get on the same side of the street as these organ- 
izations. 

“The electrical dealer today is asking himself a lot of 
questions about locations,” declares Mr. Slosson. “From 
a specialty dealer where location didn’t matter, he is now 
swinging over to a storekeeper who needs traffic. In 
respect to other merchants, I would call him a fringe 
type operator. His business will not bring the volume 
that will permit him to step into expensive locations such 
as dress shops, restaurants and department stores occupy. 
After all, purchases from an electrical shop are occa- 
sional. Realizing this, the true strategy is to locate in 
a position that is handy to reach when the customer 
goes on a regular shopping trip. 
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EW in the hunt for good traffic locations, the elec- 

trical dealer today finds his problem particularly 
difficult. The rise and fall of business neighborhoods 
carry earmarks that are plain to the professional oper- 
ator and yet are overlooked by the man whose attention 
is concentrated on the subject only once in five or ten 
years. Places in which an amazing volume has been 
done may be offered him. On superficial examination of 
past history they look like bargains. Yet they may be 
very poor buys. 

The neighborhood going downhill is one to be avoided. 
In a large city very frequently an old foreign neighbor- 
hood declines. Reason, the children have grown up and 
moved away to new homes, leaving the old, less active 
parents behind. Watch for excessive indications of 
sales, warns Mr. Slosson, as an indicator of a declining 
neighborhood. Windows full of paper and constant cut 
rates show that dealers are having to drive too much to 
get volume. The punch has gone out of such a neighbor- 
hood, and regardless of past history it is best to beware 
of locating there. 


What Rent to Pay 


N the past there has been more haggling over rent 

terms than anything else. The law of supply and 
demand was brought to play through endless confer- 
ences. Naturally the owner wanted to get all his prop- 
erty would bring, and the merchant knowing full well he 
was going to be tied up to a fixed cost for a period of 
years has tried to cut down on this item. However, due 


to the growing popularity of percentage leases, this 
bugaboo is diminishing. 
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Frank Slosson 


The solution grew out 
of the experience of a 
Greek candy store own- 
er, who gave his Chicago 
broker power of attor- 
ney to act for him while 
he was in Europe back 
in 1917. This broker 
hit upon the idea of pay- 
ing the owner a mini- 
mum guarantee plus a 
percentage of the gross 
profits. In this manner he discovered that by _per- 
mitting the owner to share the profits, the renter 
could avoid being tied up to high fixed rentals. Both 
benefited. So successfully did the plan work out that 
the lease is today coming into its own wherever business 
blocks are rented. For example, approximately 10 per 
cent of the gross profits are paid for rent by electrical 
dealers. [A study made by Electrical Merchandising 
showed 3.3 per cent of gross sales paid by electrical 
dealers for occupancy. This is approximately 10 per cent 
of the gross margin of 31 per cent shown by the same 
study. A store nominally renting for $5,000 a year 
might accept a $3,000 minimum guarantee and take in 
lieu of a fixed rent a percentage on gross sales. The 
electrical dealer would have to do $30,000 a year to meet 
the minimum. If he were a winning type of merchant, 
when business was favorable, the building owner would 
make far more than his asking price of $5,000 a year. 
On the other hand, with hard times the owner would 
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Chicago Real Estate Broker 


Tells What to Look For 
In That New Lease 


have to be content with less. The owner gambles on the 
dealer's ability, the dealer in turn is set free from fixed 
charges which sometimes become a burden. 


What the Electrical Dealer Needs 


S large a window as possible is favored by Mr. 

Slosson for electrical dealers. He recommends a 
side entrance instead of a center entrance with two 
windows. The recess need not be very deep. In the rear 
there should be some means of getting a truck up to the 
back door. These features with proper cleaning and 
decorating make it simple to satisfy this type of trade. 
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newest 


The Potomac Elec- 
tric Power Company, 
Washington, in which 
the new Electric In- 
stitute will be located. 


Present view of the 
lobby of Potomac 
Power Building. Here 
will be permanent co- 
operative display of 
appliances sold by all 
dealers. 


HE contagion of the New Deal atmos- 
phere in Washington has spread to the 
electrical industry. The Potomac Electric Power Com- 
pany, through its president, Dr. William McClellan, has 
announced that its merchandising subsidiary, The Poto- 
mac Electric Appliance Company, will automatically re- 
tire from the business of appliance merchandising on May 
15. In its place there has been organized a comprehen- 
sive program of cor yperative development of the electrical 
market through the new Electric Institute of Washing- 
ton, D. C. Functioning actively, beginning May Ist, the 
new Institute will be composed of the utility company, 
manufacturers, wholesalers, retailers and contractors in 
Washington. It will have as its objective a program 
designed to turn general and educational effort and co- 
operation into specific sales efforts. 
Coincident with the announcement of the new elec- 
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trical institute, the Electric League of Washington, which 
has functioned actively in the past in a market building 
capacity, was dissolved and absorbed into the new organi- 
zation. 

The Potomac Electric & Power Company has also an- 
nounced a plan to stimulate electric range sales in the 
territory. According to the announcement, they will 
absorb the wiring charges in single family residences 
with the exception of the cost of the circuit from the dis- 
tribution panel to the range, so that this barrier to 
greatly increased range sales will be eliminated. 


Display Focused on Electric Kitchens 
NON-COMMERCIAL display of merchandise 


handled by Institute members will be provided in 
the main lobby of the Power Company Building, where 


Electrical Merchandising, May, 1934 


— 
: 
* 
8 


WILLIAM 
McCLELLAN 


President 


an average of 15,000 electric users pass each month in 
the transaction of business with the Company. This 
portion of the display will feature dramatically, seasonal 
merchandise, being advertised at the time in the promo- 
tional program of the Institute. Attendants will ex- 
plain the merchandise to interested parties selling the 
general idea of the use of the equipment, but at the 
same time attempting to secure an expression of prefer- 
ence for a particular line so that the name can be turned 
over to an individual member. 

On another floor of the Building, a permanent dis- 
play and auditorium covering approximately 7,500 square 
feet will also be provided. The main feature of this dis- 
play will be a small auditorium surrounded by five or 
six actual operating electric kitchens. This auditorium 
will be used for general demonstrations and other group 
meetings, but the primary object of the facilities will 
be to provide actual working kitchens in which sales- 
men, industry employees, groups of housewives and other 
prospects can actually experience the superiority of elec- 
tric cookery and the other advantages of electricity in the 
kitchen. 

In addition to absorbing range wiring costs, the In- 
stitute is offering to absorb for cooperating retailers, 
those features and services in electric range selling, which 
at present put that effort in a class different from other 
major appliances such as refrigerators, as far as the 
retailer is concerned. These differences include supplying 
prospects for individual salesmen, providing range serv- 
icing facilities, training of salesmen followed by super- 
vision in the field, as well as continuous cooperation to 
increase the efficiency of the sales organizations of re- 
tailers, advertising to compensate for the lower degree 
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®Potomac Electric Power Retires From Merchandising 
To Promote Sales Of Electrical Appliances Thru Dealers 


®Free Wiring Adopted To Stimulate Electric Range Sales 


H. A. 
BROOKS 


Commercial Manager 


of public acceptance and a participation in sales and 
promotional expense with individual retailers based on 
the payment of a certain amount for each range sold. 

It is acknowledged in the Institute’s plans, that the 
greatest field for sales is in the replacement of ranges 
now in use, which normally amounts to about 10,000 per 
year. Replacements are made through larger depart- 
ment stores, hardware and furniture retailers and the 
program as presented makes possible the sale of elec- 
tric ranges through these retailers on a profitable basis. 


Budget Covers Market Promotion 


) the budget which has been suggested for promotional 

expenses, the local Power Company has agreed to 
underwrite a generous portion of the amount which is 
to be completed by amounts contributed by the other 
branches of the industry and local retailers. 

In addition to maintaining complete cooperative display 
facilities and personnel to advise interested prospects in 
the use of the devices shown, Home Economists will be 
provided for demonstrations in the display and in retail 
stores. The budget provides also for promotional adver- 
tising. Advertising expenditures will be divided between 
the promotion of major appliances, stimulation of small 
appliance sales through periodic cooperative sales plan- 
ning, air conditioning, counter cooking devices for com- 
mercial use, commercial and show window lighting, wir- 
ing and other markets for electrical equipment. 

The advertising program of the Institute will be co- 
ordinated with and supplemented by educational and in- 
stitutional copy carried by the Power Company in news- 


papers, direct mail, bill enclosures, etc. (over) 
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Experienced Personnel to Direct Institute Program 


HE preliminary program submitted to other inter- 
ests involved has been prepared under the direction 
of Mr. H. A. Brooks, Commercial Manager of the 
Potomac Electric Power Company, and J. S. Bartlett, 
who fur a number of years has been devoting his time 
to cooperative merchandising programs in a number 
of local territories, as well as from a national viewpoint. 
The Institute staff will be manned by personnel experi- 
enced in the several phases of the program so that ex- 
pert counsel will be available to retailers and dealers in 
their merchandising problems. Supervision and training 
of sales crews will be under the direction of a man who 
has proved by actual experience, his ability to develop 
sales producers. Advisory and layout service will be 
provided for builders and architects through capable and 
experienced men and Home Economists will be provided 
who are acquainted with the educational problems in 
approaching both prospects for electrical merchandise 
and salesmen who sell the equipment. 


Profitable Cooperation Not New in Washington 


OOPERATIVE activity in Washington has, until 
the organization of the Institute, been carried on 
through the Electric League. Several outstanding activ- 
ities have been promoted by this organization in conjunc- 
tion with local electrical interests. National prominence 
was gained through its program of adequate wiring pro- 
motion which resulted in creating $800,000 of additional 
business for the industry during the past several years. 
A complete electric kitchen program, started in 1932, 
resulted in the installation of approximately 150 elec- 
trically equipped kitchens comprising by far the greater 
percentage of the better new homes constructed, added 
another $50,000 of business in wiring and equipment. 
The recently completed electric range replacement 
program resulted in increasing electric range sales by 
120% during November and December of 1933 and in 
replacing 12% of the logical replacement market consist- 
ing of electric ranges in use for more than five years. 


Exceptional Market 


HE extremely low residence rate starting at 3.9c. 

and dropping to 2c. after the first 100 kw.-hr., with 
a further reduction of 14c. after 200 kw.-hr. contributes 
an almost unequalled opportunity for the promotion of 
the electrical market. Evidence that customers appre- 
ciate these low rates is shown by the present 860 kw.-hr. 
average annual residence consumption. Competitive gas 
rates do not inject any difficulty in meeting operating 
costs for range use. 


The average family income in Washington is con- 
siderably above the national average and is the result of 
the very low percentage of industrial labor. 

Large retailers, particularly the leading department 
stores, have broken away from the traditional “over-the- 
counter” sales practices and have developed specialty 
sales crews not only for refrigeration and laundry equip- 
ment, but also for oil burner sales. The development of 
a specialty sales crew, therefore, to promote electric 
cookery would be no great innovation. 

In 1933, six department stores sold considerably over 
a million dollars in electrical devices. Large retailers are 
appreciative of the huge electrical market and are anxious 
to increase their electrical departments and start electric 
cookery effort just as soon as a program of general pro- 
motion is offered and conditions are revised so that sales 
resistance is reduced. Because of the considerate prac- 
tices of the Power Company’s appliance selling effort, 
retailers have been able to build up this sizable volume 
and it is estimated that Power Company merchandise 
selling has not exceeded 10% or 12% of the total mer- 
chandise sold in the territory. 

The present saturation of appliances, for example, in 
excess of 55% saturation of electric refrigeration, is an 
evidence of the ability of the market to buy higher 
priced electrical merchandise. 


Retail Interests Enthusiastic 


AN THE organization meeting, the Utility presented 
its preliminary plans to the other interests for their 
approval. Inauguration of the entire program was de- 
pendent upon its acceptance by the industry. 

Practically the entire amount of the industry's share 
of the Institute Budget was underwritten by manufac- 
turers, retailers, wholesalers and contractors within thirty 
days after the announcement by the Potomac Electric 
Power Company. Plans are now under way for com- 
pletion of the organization details and the program, 
under a Board of Directors elected on April 12th. 
Membership of the Board is as follows: 

Representing Wholesalers: A. A. Brandt, Barber & 
Ross; John Myers, Westinghouse Elec. Supply Co.; W. 
F. Perry, Doubleday-Hill Elec. Co. 

Representing Retailers: Wm. Davies, Woodward & 
Lothrop; E. M. Graham, National Elec. Supply Co.; 
John C. Harding, 517 Tenth Street, N. W. 

Representing Manufacturers: A. F. E. Horn, General 
Electric Company; Frank Shull, Conduit Rd. & Elliott 
Place ; E. B. Dorsee, Frigidaire Sales Corp. 

Representing Contractors: A. Herman Wilson, 160 
Tenn. Ave. N. E.; L. L. Hayes, 1618 Hamlin St. N. E. 

Representing Power Company: H. A. Brooks, W. L. 
Jones, C. M. Sharpe. 


Conditional Bill of Sale (Continued from page 45) 


not intend to file a claim as we already held a prior 
claim. The result was that we were sent our money 
from the rents on the houses. 

In both cases we should have suffered a total loss of 
the accounts if we hadn't held properly recorded condi- 
tional bills of sale 

There are numerous advantages besides the assurance 
that if you can’t possibly get the money you can at least 
get back the merchandise. When you are well protected 
you can afford to be nice, because your lever is long and 
strong and they know it. You can take on accounts that 
you couldn’t otherwise sell, with very little chance of 
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losing. By a method of contacting and selling to the 
owner and offering him deferred payments we have been 
able to take the selection and purchase of the lighting 
fixtures out of the contractors’ hands and class them 
with the house furnishings, which means a larger sale 
to us and a far more artistic selection of fixtures when 
the owner selects his own, just as he would his furniture 
and rugs. After all, they are part of the decorative 
scheme and should fit in accordingly. 

We have solved this problem to our advantage. have 
increased our fixture business decidedly and still have 
not had to take a loss on one of these fixture accounts. 
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refrigerators 


SPEAR’S FURNITURE STEPS OUT 
ON ELECTRICAL APPLIANCES 


Fifteen-year Experience of Pittsburgh House Celebrated 
in New Appliance Department 


NE of the live furniture stores in 

the appliance business has just 
opened a new department devoted ex- 
clusively to electrical appliances— 
Spear’s, in Pittsburgh, Pa. 

To get the public interested they held 
a show of their own. Free souvenirs 
were given away and the public were 
treated to educational exhibits of ‘“‘cut- 
away” Frigidaires, ‘“Around-the-World” 
film made by Stewart-Warner, Century 
of Progress mazda lamps, police-call 
radio sets (Bosch), “Lipstick” washer 
test (Easy) and other demonstrations. 

Factory men were on hand to go into 
the construction and installation and 
service problems of the various appli- 
ances. Special aerials were constructed 
to demonstrate the various new types of 
radios. The main thing about the new 
appliance department is that a furniture 
house has recognized the different kinds 
of display, advertising and promotion 
electric goods require as compared to 
the conventional furniture exhibit. 

It was not difficult for Spear’s to 
make this new and important disposition 
of appliances. They have been in the 
electrical business for 15 years. From 
the days of the piano and the victrola 
they are well-grounded in the technique 
of specialty selling. Four lines of re- 
frigerators are handled: Frigidaire, 
Grunow, Leonard and Crosley. Like- 
wise, there are four lines of washers 
and ironers: ABC, Apex, Easy and 


Prima. Apex, GE and Hoover “Spe- 
cials” make up their vacuum cleaner 
list. In radio, a number of lines are 
handled : Phileo, Majestic, GE, Atwater- 
Kent, Zenith, Bosch and _ Stewart- 
Warner. 

“Our specialty selling operation,” 
said A. J. Buzzard, manager, “covers 
all of western Pennsylvania. We have 
organized two direct sales divisions of 
about 25 each—one for refrigerators 
and one for radio. While the men are 
roughly divided into general territories 
we allow them to work chiefly on a free- 
lance basis. 

“75 per cent of our appliance busi- 
ness comes from canvassing. The sales- 
men work on a straight commission 
basis and over 80 per cent of the men 
have been with us a year or more. No 
floor time is allowed an outside man 
with the exception that a salesman can 
make an appointment and sell one of 
his customers from the floor. 

“Outside men are protected and given 
almost full commission if customer 
comes in to buy in the store. That is, 
provided the salesman has turned in a 
prospect card before the customer 
calls.” 

Home demonstrations, Mr. Buzzard 
indicated, were a necessary factor in 
selling cleaners and ironers. Salesmen 


are expected to be able to make capable 
demonstrations at any moment. 
“Washers and refrigerators are dif- 


Refrigerators on the main floor; washers on the balcony— 
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A. J. BUZZARD 
“75 per cent of our business comes 
from canvassing.” 


ferent,” he said. “The customer is 
generally sold on the product before 
she comes in and all that is required is 
that she is sold adequate capacity for 
the needs of her family.” 

The radio division includes 25 sales- 
men and one supervisor, the men work- 
ing in crews of three. They take the 
sets with them and make home demon- 
strations. 


ST. LOUIS DEBATES 
TRADE-INS FOR OLD 
REFRIGERATORS 


HE Retail Furniture Dealers Asso- 

ciation of St. Louis has asked that 
Wholesalers Division of the St. Louis 
Electrical Board of Trade, and the co- 
operation of the Associated Retailers of 
St. Louis toward the working out of 
some plan which will prevent exorbitant 
trade-in allowances. 

The following recommendations have 
been offered for consideration: The 
maximum trade-in allowances for old 
ice boxes, shall not exceed $5.00 on new 
electric. refrigerators selling under 
$175.00, and $10.00 on those selling 
over $175.00. The dealer was to be per- 
mitted, however, to take the old ice box 
on his floor and if he could sell it for 
more than $5.00, he would be allowed to 
credit the purchaser’s account. 

The Executive Board, however. felt 
that it would be very difficult to en- 
force this and that a flat maximum al- 
lowance of not exceeding 10% of the 
sale price of the new electric refrigera- 
tor would be more workable. 
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(BELOW) 


While the sunshine of Beatrice, Nebraska, 
where this company was born, may seem far 
away, nevertheless President C. H. Haskell 
of the Beatrice Creamery Company, Chicago, 
has a pretty good substitute in his u!tra- 
violet fight overhead. A radio and Air- 
gard ventilator form part of his electrical 
equipment. 


(BELOW) 


A\n atmosphere of perpetual spring, plus an inexhaustible 
supply of golf clubs and balls ought to keep the minds of the 
officials of A. G. Spalding & Company, famous sporting 
goods firm, continually off their business. Apparently it 
doesn't, as it is reported that the Ilg air conditioner equipped 
offices are the busiest and most popular places in the building. 


PARAMOUNT 


By 
Tom F. Blackburn 


(BELOW) 


Clanging street cars and closeness to the traffic of Clark 
and Washington Streets in Chicago would have made the 
office of President Robert T. Bartlett, of the real estate firm 
of that name, a madhouse had not electrical steps been taken 
to quiet it. A General Electric room cooler and humidifier 
bring peace. 


(ABOVE) 


Anyone who has been around chocolates as much as 
President Otto Schnering of the Curtis Candy Company, 
Chicago, knows that they melt away in warm weather. Ob- 
serving what air conditioning did for candy, he could not see 
why he should not have a Westinghouse cooler to make 
himself comfortable. 
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USHING their way through the 

plate glass shop windows which 
first housed them as idealistic exhibits 
of a future Utopia, electrical office ap- 
pliances for men are quietly coming into 
their own in the sanctums of executives. 
Why the place where the head of the 
house spends eight hours a day should 
be passed by in favor of the baby in its 
bath, or the maid in the kitchen, has 
never been explained. ‘There's a bet 
being overlooked,” said E. A. Edkins 
of Commonwealth Edison Electric 
Shop, several years back. Today his 
idea has come true, and the Electric 
Shop has put in its first show window 
of appliances for men’s offices. On 
these pages evidence of a market that 
is coming into its own is being shown— 
evidence of business that awaits a 
Christopher Columbus. 


The junior executive has several appliances for his con- 
venience. Electric clocks, radios and cigarette lighters are 


popular—all items easily moved about. 


$60 honorariums and lig 
chamber is thick enough to cut. 
gards are on duty in this La Salle Street headquarters to clear 
the atmosphere. 


(LEFT) 

When Armour & Company directors meet, pocket their 
ft pipes, the air of the directors 

Consequently two Aijr- 


(BELOW) 


Commonwealth Edison office appliance window 


THE EXECUTIVES 


(BELOW) 


Some one of the eighteen employees of the Chicago 
Corporation were out ill every month before the humidifier 
went in. Maybe it’s been luck but only two have been on 
the sick list during the six months since its installation. Inci- 
dentally Marshall Field, 3rd, grandson of the great Chicago 
merchant, is a member of the Chicago Corporation, housed in 
the new Field Building on La Salle Street. 
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How Times Have Changed (Continued from page 37) 


ness have taken place. With its stabilization on a volume 
basis, what used to be known as the electrical business 
can no longer call itself such. Because of their economy 
and convenience, because of their beauty and utility and 
because they were major purchases that would not de- 
preciate in falling markets, electrical appliances have 
enjoyed an acceptance and an increasing sale that few 
other industries can boast. 

The department stores were among the first important 
non-electrical outlets to take on appliances; hardware 
stores had come into the business via the small appliance 
route; and the furniture stores of the country, faced 
with declining volume and profits on their regular mer- 
chandise during the past four years, have begun to install 
complete appliance departments. There are even other 
types of businesses that have come to be recognized as 
accepted outlets for appliances today: music stores which 
came into the business through radio; jewelry stores 
selling clocks and mixers and heating appliances ; plumb- 
ing and heating concerns that saw an opportunity in 
electric refrigerators, ranges and air-conditioning in- 
stallations. 


Our Objectives 


In all this complicated distributive puzzle, Electrical 
Merchandising has no particular axe to grind. Our edi- 
torial aims are to foster cooperation among the various 
industry groups, to point out by example successful 
methods of getting business, to act as clearing house for 
statistical information and as a sounding board for in- 
dustry opinion. To these objectives we have always 
added the important one of presenting authoritative sales 
training information, designed to make better merchants 
out of the present distributors and dealers of the indus- 
try. This latter objective becomes even more important 
in regard to the impressive number of non-electrical out- 
lets that have embraced the appliance business in the 
past five years. Because it stands to reason that the 
ability to sell nuts and bolts will not help a hardware 
man to understand the relatively complicated specialty 


selling technique required in the sale of washers, refrig- 
erators or oil-burners; that the long discounts and long 
term payments inherent in the furniture business might 
prove of little value as experience to start an appliance 
operation; or, as in the department store field, that low 
prices, and virtual dependance on store traffic do not, 
make for the profits that the appliance business can yield 
when intelligent specialty methods are applied to their 
sale and distribution. 


The New Electrical Merchandising 


ND so, with the June issue, this magazine comes to 
another turning point. These new elements which 
have become part of the electrical business—the depart- 
ment store, the furniture store and the hardware store— 
will be more than ever made a part of it. The common 
denominator of all distributing mediums in the appliance 
business is the product whether it be washers, cleaners, 
ironers, refrigerators, oil-burners, dishwashers, clocks, 
radio, fans, table appliances, mixers, or air-conditioning. 
Some folks sell one device, some two and we have known 
plenty of cases where they sold all of them. It is around 
products that the new Electrical Merchandising will be 
built. 

For greater readability, for more dramatic display and 
for more complete coverage of all distributing mediums 
—that means you—we are increasing the size of the pub- 
lication from 7x10 inches to 10}x15 on a 12x164-inch 
sheet. By June there will be a 31 per cent increase in 
circulation—chiefly among the newcomers to the elec- 
trical industry. 

In short, we are making a new magazine. A magazine 
that will as truly reflect the changed conditions in the 
appliance business today as “Selling Electricity” noted 
the change from its house-organ predecessor 27 vears 
ago. 

It will be your paper just as Electrical Merchandising 
has been your paper in the past. Because the only cri- 
terion of a good business publication is in the measure 
of its service and interest to the reader. 


“Sure, We Sell From the Floor—” 


air-conditioning equipment is becoming of almost para- 
mount necessity. It is a matter of meeting competition 
and creating business where before no business existed. 
The bigger air-conditioning installations have taught the 
customer what to expect, in that respect, he said. 


Beer-Cooling Business 


As for beer-cooling equipment : 

“The greatest obstacle to this class of business is the 
old-fashioned ideas that still prevail among a lot of res- 
taurateurs and beer-dispensers. There is still a notion 
that persists that beer can only be properly cooled with 
ice—a theory, incidentally, that may easily be proven 
false. 

“The other week, in cooperation with some of the 
manufacturers we held a show and invited a lot of pro- 
prietors of restaurants, inns, hotels and such to come 
and see a demonstration of beer-cooling equipment. 
Many of them came and went away with a different 
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(Continued from page 39) 


idea of what could be accomplished with modern elec- 
trical cooling apparatus—both from the standpoint of 
convenience and economy. We got a lot of hot pros- 
pects from that meeting.” 

The electric range, he believes, is another potential 
money-maker—as long as prices don’t go too low to 
permit them to make a profit on outside selling. They 
have only been handling ranges (Graybar-Crawford) for 
a short time, but, with the help of the United Electric 
Light Company of Springfield, who absorb range wiring 
costs and do an active promotional job, their sales of 
ranges are beginning to show an increase. 

Business this year is already about 20 per cent of last 
year, Mr. Irwin concluded, and from the way it was 
picking up he expected it to run 40 or 50 per cent ahead 
by the middle of the summer. 

“That is not what is worrying me just now,” he said,, 
a trifle wistfully. He picked up a folder from his desk. 

‘What do you think of this little Alden sloop? It is 
21 feet, sleeps two and—” 
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Review Products 


W estinghouse 
Dishwashers 


Westinghouse Elect. 4 Mfg. Co., 
Mansfield, O. 


Models: 1 oven-type cabinet model, 3 
portable, DW-1, & DW2; DW-3 & 
DW-4; DW-5 & DW-6. 

Description: Cabinet type dishwasher 
requires only 48 x 25 in. floor space; 
oven-type arrangement leaves top free 
as work table surface ; can be installed 
as complete unit or in combination 
with other cabinet bases; capacity, 55 
pieces dishware, 40 pieces. silver; 
height to worktop 35% in.; ivory 
lacquer cabinet, green Jaspe _lino- 
leum or Monel Metal top; sink basin 
Monel Metal; white porcelain enamel 
dishtank interior; mixing faucet and 
double sink strainer, standard equip- 
ment; lacquered Everdur or rubber 
covered iron dish racks; 110 volt 60 
eycle a.c. 


Models DW-1 and DW-2 have a ca- 
pactiy of 55 pieces of dishware, 40 
pieces silver; 383 in. high, 24% in. 
overall diam. Ivory lacquer body 
ivory porcelain enamel cover, trimmed 
in suntan and black; white porcelain 
enamel dishtank interior; adjustable- 
swinging inlet-outlet pipe; DW-1 has 
lacquered Everdur dishracks; DW-2 
has rubber covered iron dishracks. 
DW-3 and DW-4 Deluxe models with 
square body, 35 in. high top 23 in. 
square; ivory lacquer with black por- 
celain top, chrome cover ; same capac- 
ity as DW-1 and DW-2. Models DW-5 
and DW-6 have capacity of 70 pieces 
dishware, 90 pieces silver; for use in 
roadside restaurants, small tea rooms, 
ete.; 383 in. high, Overall diam. 29 
in. — Electrical Merchandising, May, 
1934. 


Signal Bell and Busser 


Signal Electric Mfg. Co., 
Menominee, Mich. 
Description: SB Signal coil buzzer and 

S 24 in. bell designed for battery or 
door bell transformer operation; gray 
finish only.—Electrical Merchandising, 

May, 1934. 


Electrical Merchandising, May, 1934 


A pex Refrigerators 


The Apex Rotarex Corp., 
1070 E. 152nd St., Cleveland, O. 


Models: 3 Deluxe models:—DTL-6, 
DTL-7, DTL-8; 3 Standard models: 
SSL-45, SSL-6, SSL-T. 

Capacities: Deluxe models 6, 7 and 8 
ny Standard models, 44, 6 and 7 
cu.ft. 


Special Features: Deluxe models 
equipped with food pedal door opener ; 
mounted on black base; twin cylinder, 


spring mounted compressor; semi- 
concealed hardware; folding bottom 
shelf; dome light; closed porcelain 
cooling unit with door; semi-automatic 
control ; service tray, vegetable crisper, 
dairy rack; Standard models: single 
cylinder, spring mounted compressors ; 
SSL-6 and SSL-7 folding bottom shelf, 
SSL-45 bottom shelf cut out; open, 
porcelain cooling unit ; semi-automatic 
control. All models lacquer exterior. 
Electrical Merchandising, May, 1934. 


Horton Washers 


Horton Mfg. Co., Ft. Wayne, Ind. 

Models: Nos. 11, 12, 14 and 15. 

Special Features: No. 11: Standard size 
porcelain tub, partially corrugated ; 
balloon roll wringer; 4-wing, 12 in. 
submerged agitator ; high speed mech- 
anism; No. 12: large corrugated 
porcelain tub; balloon roll wringer; 
top lever release; 3-wing, long stroke 
submerged agitator; slow speed mech- 
anism; No. 14, oversize corrugated 
perecsamn tub, chromium splash ring; 

alloon roll wringer, bar release; 
3-wing built up center fin, long stroke, 
14 in. agitator; sealed slow speed 
mechanism; No. 15 oversize corru- 
gated porcelain tub enclosed in steel 
jacket with insulating air-space be- 
tween; chromium splash ring and 
trim; 4-roll Auto Safe wringer; 
3-wing built-up center fin, long stroke 
agitator with 14 in. diam. ; sealed slow 
speed mechanism. All models equipped 
with rubber mounted motor; power 
driven drain pumps available on all 
models at slight extra cost.—Electrical 
Merchandising, May, 1934. 


Proctor Irons 


Proctor & Schwartz Electric Co., 
7th & Tabor Rd., Philadelphia, Pa. 
Models: Automatic 1000 and 800 watt 

Proctor heat control speed irons. 

Description: New Dreadnaught heating 
unit, hermetically sealed; Dial of 
fabrics gives name of materials from 
light to heavy; streamline design; 
cork covered handle tipped with Bake- 
lite, set at a wrist-rest angle; per- 
manently attached cord enters iron at 
right angle to handle, out of way of 
arm while ironing. 

Price: 1000 watt iron $7.95 less $1 
trade-in allowance on old iron; 800 
watt iron $5.95 no trade-in allowance. 
—Electrical Merchandising, May, 1934. 
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Telechron Clock 


Warren Telechron Co., 
Ashland, Mass. 
Model: “Colonist.” 


Description: Self-starting, upright Co- 
lonial type clock; rectangular dial, 
white enamel with gold ornamental 
border design; choice of walnut case 
with white holly and ebony finish bor- 
der, or maple case with ebony finish 
and white holly border; 93 in. high, 
64% in. wide and in. deep. 

Price: $19.75.—Electrical Merchandis- 
ing, May, 1934. 
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Kelvinator Increases 
Prices 


Retail price increases, effective April 16, 
have been announced by Kelvinator 
Sales Corp., Detroit, Mich. on all 
domestic refrigerators except those in 
its DeLuxe line. 

The increases are as follows: “V,” $9.25; 
- “WAY 611; “NE,” $10; 
“PA” $10; “PB” $13; “PC” $13; 
“PD” $12; “SA” $12; “SB” $20; “SC” 
$21.50. The V, N, NA, NB, SA, SB, 
and SC models have lacquer exteriors ; 
the 4 P models have porcelain ex- 
teriors. — Electrical Merchandising, 
May, 1934. 
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Royal Eraser Cleaner 


The P. A. Geier Co., 

Device: Blackboard eraser cleaner. 

Description: Designed to clean all types 
of blackboard erasers; motor driven 
adjustable revolving brush loosens 
deeply embedded chalk dust; portable; 
easily emptied, dust proof bag with 
large filtration area insuring high suc- 
tion efficiency. 


Price: 25 complete.—Electrical Mer- 
chandising, May, 1934. 
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W estinghouse Cleaner 


Westinghouse Electric 4 Mfg. Co.. 
Merchandising Div., Mansfield, O. 

Model: “Dual Speed.” 

Description: Fan cooled, non-radio inter- 
fering motor with 2 speeds, 14 in. 
nozzle; handle-locking and tilting 
device; moleskin bag with spring 
type top; rotating brush; low alumi- 
num motor housing makes it possible 
to clean difficult places ; Chrome plated 
handle. — Electrical Merchandising, 
May, 1934. 


Naxon Washer 


Nazon Utilities Corp., 
1113 N. Franklin St., Chicago, Ill. 
Device: Portable washer; 2-sheet capac- 
ity; 4-vane aluminum agitator; 2-tone 
green porcelain enamel tub, gear 
driven; 60 cycle a.c. only, 105-115 
volts 
Price: $14.95.—Electrical Merchandis- 
ing, May, 1934. 
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Kelvinator Oil Burner 


Kelvinator Corp., 
Detroit, Mich. 


Device: Pressure atomizing oil burner. 

Description: 3-sizes of pressure units 
available: capacities ranging from 
400 to 2400 sq.ft. steam radiation; 
equipped with Minneapolis Honeywell 
R-117-3 controls; electric ignition, in- 
termittent or continuous; 4 and 4 h.p. 
split-phase motors; standard equip- 
ment includes Turbulator for improved 
combustion and_ stainless _ steel or 
jewel type nozzles.—Electrical Mer- 
chandising, May, 1934. 


Mayflower Refrigerators 


Trupar Mfg. Co., Dayton, Ohio. 


Models: Standard models, HS-45, HS-6 ; 
De Luxe Models, HP-6, H-6, H-7, HP-7. 

Capacities: HS-45, 4.5 cu.ft.; HS-6, 6 
cu.ft.; H-6, HP-6, 5.9 cu.ft.; H-7, 
HP-7, 6.9 cu.ft. 

Special Features: DeLuxe models 
streamlined with flush top, beveled 
corners, doors, embossed front panels 
emphasizing vertical lines; extra non- 
refrigerated food storage space in 
bottom of cabinet, beneath food com- 
partment for storage of non-perish- 
ables covered by door equipped with 
wire half-grille to hold foods in place ; 
removable food trays with 2 in. side 
wall on each side; “press button” door 
handle, porcelain evaporator; interior 
light; Flexotray. Standard models 
have plain cabinets; “press button” 


door handle, porcelain shelf-support ; 

“remova-shelf” porcelain evaporator ; 
interior light; HS-45, HS-6, H-6, H-7, 
lacquer exterior; HP-6, HP-7, porce- 
lain exterior.—Electrical Merchandis- 
ing, May, 1934. 
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Bond Flashlight Display 


Bond Electric Corp., 
Jersey City, N. J. 


Description: Three lines of flashlight 
cases—Nos. 708, 828, 3212—are now 
available in novel display packages to 
stimulate on-sight selling and impulse 
buying. Each flashlight case is en- 
cased in cellophane. Dealers carrying 
these three packages are in position to 
offer 2-cell general purpose spread- 
lights, 300 ft. range focusing spot- 
lights, and 3-cell 500 ft. range types. 
— Electrical Merchandising, May, 
1934. 


Review of 


S-N Jr. Oil Burner 


Scott-Newcomb, Inc., 
1927 Pine St., St. Louis, Mo. 

Description: Electric motor operates in 
vertical position; end plate of motor 
is attached to “sump” which is 
always partly filled with oil; rotary 
air compressor and piston type valve- 
less oil pump contained in “sump’’; 
oil and air mixture is delivered at 
about 14 Ibs. pressure through 4 in. 
copper tubing to spray nozzle head; 
burner can be applied to any existing 
heating plant; thermo safety device 
mounted in nozzle head support plate; 
uses heavy fuel oils as low as 12-16 
gravity without use of screens or 
filters; warm air oil furnace with in- 
built humidifier, air filter and air 
blower especially designed for oil or 
gas fuels also available for use with 
S-N “Jr.”" burner. 

Price: $160.—Electrical Merchandising, 
May, 1934. 
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Prima Ironer 


Prima Mfg. Co., Inc., 
2ist & Arch Sts., Philadelphia, Pa. 

Device: Rotary ironer. 

Description: Full size 26 in. roll; foot 
pedal control; easy feeding; instan- 
taneous action; self-adjusting pres- 
sure shoe; large ironing surface; 5 
moving parts; presses and steams. 

Price: $39.50; slightly higher western 
states. — Electrical Merchandising, 
May, 1934. 
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Frigidaire Milk Cooler 


Frigidaire Corp., 
Dayton, Ohio 

Device: Milk cooler designed for average 
dairy farmer. 

Description: Pump operated by time- 
switch, automatically levels water 
around cans; raises level to neck of 
cans when some are removed and 
keeps water in constant circulation 
during cooling period; cools milk to 
50° F. in approximately 1 hr.; Frigi- 
daire compressor controlled by thermo- 
stat automatically keeps temperature 
of water constant; coils are placed 
around sides of tank and close to- 
gether at top where ice forms quickly 
and functions as refrigerant, keeping 
water cold and reducing operating 
time of compressor; entire process of 
milk cooling simplified by elimination 
of need for aerator.—Electrical Mer- 
chandising, May, 1934. 
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Truscon Refrigerators 


The Truscon Laboratories, 
Milwaukee Junction P. O. Detroit, Mich. 


Models: 450, 550, 650, 800. 

Special Features: “Universal” unit, 
made by Universal Cooler Co., De- 
troit; foot pedal door opener; auto- 
mati¢ interior light; fast freezing 
compartment; temperature regulation 
control ; modernistic hinges and 
latches ; porcelain interior, lacquer ex- 
terior with black base; Nos. 800 and 
650 also available with porcelain ex- 
terior. — Electrical Merchandising, 
May, 1934. 


Easy-W ay \ce Cream 
Freezer 


Easy-Way C 
Box 1798 C Tu. 


Device: Ice cream freezer automatically 
freezes ice cream in ice cube compart- 
ment of refrigerator. 

Description: 3 parts: cylindrical con- 
tainer with snap-tight cover, triple- 
action agitator beats, mixes, stirs, and 
non-radio interfering motor ; plugs into 
convenience outlet; capacity, 3 pts; 
freezer stops automatically when ice 


dising, May, 1934 


Mazda Tubular Lamp 


General Electric Co., 
Nela Park, Cleveland, O. 
Westinghouse Lame Co. 

Bloomfield, N. J. 


Device: Tubular “Lumiline” 
lamps based at both ends with flat 
disc construction, for use in show 
cases, wall cases, built-in lighting fix- 
tures. 

Description: Tungsten filament con- 
struction in a T-8 bulb 1 in. diam., 
17% in. long; available in 30 and 60 
watts, 110-120 volts; may be installed 
end to end on 18 in. centers to give 
continuous ~ 4 of light. 

Price $1.00 each a —Electrical Mer- 

chandising, May, 1934. 
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Silex Tea Maker 


The Silex Co., 
Hartford, Conn. 


Device: Electric tea maker. 
Description: Self-filtering teapot permits 


use of loose tea without holding 
separate strainer; Pyrex glass with 
scalloped metal decorative shell ; avail- 
able in 2, 4, 6, 8 cup sizes; electric 
unit in attractive base supports de- 
canter. 


Prices: 2, 4 cup models $4.45; 6, 8 cup 


models $5.45.—Electrical Merchandis- 
ing, May, 1934 
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Curtis Luminaires 


Curtis Lighting, Inc., 
1119 W. Jackson Blwd., Chicago, Ill. 


Device: Complete line “of modern in- 


direct lighting fixtures for use with 
new 3-light lamp. 


Description: Luminaires with chain or 


rod hangers in variety of finishes— 
Ivorytone, brushed silvertone, satin 
aluminum; luminaires of louvered 
construction that give conventional 
type of illumination permitting tinting 
louvers on bowl shades of colored 
light also available. — Electrical 
Merchandising, May, 1934. 
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GE Coin Switch 


General Electric Co., Schenectady, N. Y. 
Device: Coin-operated time switch de- 


signed for connection between refrig- 
erator or similar device and electric 
current. 


Description: Plug is inserted in a re- 


ceptacle within coin switch, cover of 
switch is then locked against tamper- 
ing; plug is inserted in usual recept- 
acle; takes 25c. coins only; up to 15 
coins can be credited in advance of 
use; 63 in. high, 5% in. wide, 4% in. 
deep; 115 volt, 60 cycle, 24 hr. inter- 
val; other intervals available by in- 
serting different gears. 


Price: $8 each; $7.50 in 10 to 100 quan- 


tities, $7.25 in quantities of 100 or 
more. — Electrical Merchandising, 
May, 1934. 


WV aukesha Refrigerator 


Waukesha Motor Co., 
Waukesha, Wis 


Device: Gasoline powered household re- 


frigerator for farms, etc., where elec- 
tric current is not available. 


Description: Capacity, 7 cu.ft. food stor- 


age space, 63 ice cubes; 1 deep and 1 
shallow freezing pan; roomy freezing 
chamber for preserving poultry, fish, 
meats; temperature of 50° or lower 
maintained in main cabinet, 32° or 
less in freezing chamber; Waukesha 
ice engine mounted in special sound 
silenced cabinet in base.—Electrical 
Merchandising, May, 1934 


Cliplox Plugs 


The Wm. Herst Co., 
822 W. Jackson Blwd., Chicago, Til. 


Device: Screwless appliance plugs. 
Description: Brown bakelite shells held 


together with new patent wedge lock 
easily inserted ; 3 types: rubber sleeve 
which acts as handle, permits yanking 
plug from outlet without burning 
hand; kool grip—pull handle fitted 
into a sturdy spring; and spring sleeve 
ising, May, 


1934 


Super Automatic Oil 
Heater 


The Super Automatic Oil seater r Corp., 


25 Lafayette St., Brooklyn, N. ¥ 


Device: Super Automatic pressure rotary 


oil heater. 


Description: “Pressurator”’ enables Super 


Automatic rotary burner to develop 
pressure of a gun type burner and 
retain rotary advantages; double 
atomization; vacuum oil feed system ; 
full floating flame; complete inside 
installation ; quiet operation; uses No. 
3 heavy oil; no radio interference; 
floating power; no auxiliary fuel 
pump required; gas or electric igni- 
tion.—Electrical Merchandising, May, 
1934. 
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Stanley Ovenette 


Stanley Savage Mfg. Co., 

1906 N. Cicero Ave., Chicago, Ill 
Device: Portable oven — bakes, roasts 
Description: Consists of chromium 

plated base, polished aluminum hood 
and wire rack; heating element firmly 
held in circular grooves of refractory 
porcelain enclosed in base; equipped 
with 3-heat switch, high, medium, 
low requires only 660 watts to make 
a “hot oven”; ac. or d.c. 110-115 
volts: connects to light socket or wall 
plug.—FElectrical Merchandising, May, 
1934 
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Dallas Fans 


Dallas Engineering Corp., 

1115 Hall 8t., Dallas, Texas 
Model; Portable, floor type circulator. 
Description: Adjustable in height from 

5 to 8 ft.; GE motor; single or 
2-speeds ; 19 or 22 in. propeller blades ; 
decagonal or 10-sided fan guard 
mounted direct to streamlined, bullet 
shaped body; 110 volt, 60 cycle. 
Prices: 19 in. propeller, $57.50; 22 in 
propeller $59.00; 2-speed, 22 in. prop- 
eller 75.—Electrical Merchandising, 
May, 1934 
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Sunbeam Cord Set 


| Chicago Flexible Shaft Co., Roosevelt 
Rd. and Central Ave., Chicago, III. 

Device: Sunbeam Master Plug and cord 
set. 

Description: High carbon outside steel 
springs grip terminal posts by pressure 
exerted from outside; silver plated 
brass contacts inside for good con- 
ductivity; when plug is pushed over 
terminal posts, brass contacts spread 
apart—but outside tempered steel 
springs grip halves together and keep 
brass contacts tight on posts; edges 
protected by metal against breaking 
and chipping: no screws and nuts; 
flexible 10,000 cycle Gold Band cord. 
Merchandising, May, 
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The Ohio Carbon Co., 12508 Berea Rd., 


Waukesha \ce Maker 


Waukesha Motor Co.. 
Waukesha, Wis. 


Description: Provides ice in lots of 50 


Ib. at rate of 1 gal. of gasoline per 
100 lbs. of ice; takes about 3 or 4- 
hrs. to freeze a charge, each ice cake 
is in convenient 12 Ib. unit; Her- 
metically sealed “Cold Cans” charged 
with special refrigerating liquid, can 
be had for refrigeration only, as a 
substitute for ice trays or as an acces- 
sory to them; foot pedal starter for 
engine; also available with electric 
motor. — Electrical Merchandising. 
May, 1934. 


Ohio Brush Kits 


Cleveland, O. 


Device: Kits Nos. 1 and 2 for service 


work on fractional horsepower motors ; 
No. 10 for vacuum cleaners; Nos. 44, 
45 for refrigerators; Nos. 30, 35 for 
single phase motors. 


Description: Brushes and spring re- 


placements in Kit Nos. 1 and 2 are 
intended for motors used in fans, 
vacuum sweepers, washers, drills, etc. ; 
each brush has a turned neck; No. 1 
contains 300 brushes, 120 springs; 
No. 2 contains 150 brushes, 60 springs. 
Kit No. 10 for vacuum cleaners con- 
sists of 195 brushes, 90 springs, 25 
wicks; No. 45 refrigerator kit con- 
tains 160 brushes—64 single and 48 
pairs; No. 44 contains 70 brushes— 
26 single, 22 pairs: Nos. 30 and 35 
kits of replacement brushes accom- 
modate over 300 types of single phase 
motors; No. 30 contains brushes for 
Wagner, Century, GE motors; No. 35 
for Wagner, Century, GE and West- 
inghouse motors. 


Prices: No. 1, $10: No. 2, $5; No. 10, 


30, $15; No. 35, $25. — Electrical 
Merchandising, May, 1934. 


Kitch-O-V ent Ventilator 


Efficient Devices Co., 
1461 Calvert Ave., Detroit, Mich. 


Description: Not a window ventilator; 


hangs on nail over stove pipe flue 
hole, connects to nearest receptacle; 
110 volts a.c., 25 watts. 


Price: $7.95.—Electrical Merchandising, 


May, 1934. 


Waukesha Milk Cooler 


Waukesha Motor Co., 
Waukesha, Wis. 


Description: Powered by 7 h.p., 4 cycle 


gas engine or its equivalent electric 
motor; will cool seven 10-gal. cans to 
50° F. quickly and economically; only 
7 pts. of gasoline required to cool 600 
Ibs. of milk, the manufacturers claim ; 
power driven agitator built into cooler 
and submerged with cooling coils at 
bottom of tank lifts coldest water 
from bottom of tank through cooling 
coils to top, creating circulation and 
obviating necessity of hand stirring 
milk; entire cooling unit self con- 
tained, compact and portable; easily 
installed or removed.—Electrical Mer- 
chandising, May, 1934. 
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Econ-Omatic Oil 
Burners 


The Micro Corp., 
Bettendorf, lowa 


Device: Bettendorf Econ-Omatic pres- 


sure oil burner. 


Description: Specially designed vaned 


air diffusor swirls or rotates air to 
thoroughly mix oil and air, producing 
quiet, full-floating flame of high com- 
bustion efficiency ; flange type Duplex 
pressure ; Model 30 LE Tuthill pump; 
G.E. Century or Westinghouse flange 
type motor; 10,000 volt transformer ; 
Sirocco type fan; intermittent t 
ignition; no radio interference; 
Luxe model equipped with Minneapolis 
Honeywell Protectostat-Protectorelay ; 
Standard model equipped with Minne- 
apolis-Honeywell Protectorelay Stack- 
switch. — Electrical Merchandising, 
May, 1934. 
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MM it does, but no woman wants to advertise 
that life for her has, thus, just begun. She would 
that the flag of youth might permanently wave in her 
hair. And so, wherever the service pictured above is 
offered, she is a steady and willing customer—her 
charm enhanced by friendly electric heat emanating 
from a glowing Chromel wire. Truly then, Chromel 
closely touches her daily life, in her fight for beauty, in 
lessening the task of ironing and in adding to the appe- 
tizing appeal of food she prepares with her electric 


range. All these services for electric heat, including 
many others, in the home, show the market possibili- 
ties for you in heating appliances—all made avilable 
through Chromel’s discovery in 1906. The maker of 
heating devices entrusts his good name to Chromel, 
and that trust invites your confidence in all good 
devices that are Chromel equipped. ... If you 
think our Heating-Unit Calculator would be useful 
to you, send for Form-KM. Hoskins Manufacturing 
Co., Detroit, Michigan. 


f 4j 


ip 


. 
“3 
5 
wry 


2. Family Affection—Which is divided into affection 
for offspring and for parents. Whenever you point out 
to husband or wife the protective benefits of your prod- 
uct in the development of their children; whenever you 
stop to notice or play with the children of the house- 
hold; whenever you appeal to children to give their 
parents the comfort and convenience of your product, 
you are appealing strongly to this instinct. 

3. Protection—Which involves the health and safety 
of one’s self and others. Be sure to emphasize the 
protective advantages of your product in relation to the 
particular prospect’s condition. 

4. Pleasure and Hospitality— For the great mass of 
people the greatest reason for living is the fun they 
get out of it. The desire to have social intercourse, to 
be amused and to enjoy hospitality is a basic motive of 
exceptionally strong appeal. 

5. Comfort and Convenience—It is impossible for you 
to miss appealing to this buying motive if you have 
any right to call yourself a salesman. Emphasize use 
values, convenience features, freedom from annoyance. 

6. Economy—In time, labor, money. The desire to 
gain and to save are so instinctive and powerful that 
women have often been moved to buy unneeded things 
under the false belief that the difference of a bargain 
price was a saving. We are all instinctively lazy and 
constantly try to escape from labor. We all want to use 
our time more enjoyably. There are many angles of 
appeal to this buying motive. 

7. Pride of Possession—It appeals to everyone’s ego to 
own the best and to possess something which few others 
have or which stamps the owner as being superior. This 
is often a sufficient inducement to pay a premium price. 
All things considered, the housewife will select the 
product which arouses greatest pride of possession. 
There is a correlative advantage in building this feel- 
ing because it will cause her to mention the product more 
frequently and enthusiastically to her friends. Women 
seek “talkable differences” which will arouse the envy of 
acquaintances. 

8. Cleanliness, Sanitation and Beauty—Which carries 
particular weight in relation to anything identified with 
eating, clothing or shelter. 

9. Social Distinction—Particularly strong among 
women and in a sense antagonistic to the instinct of 
pride of possession. We tend to imitate the owner- 
ship of those we recognize as socially superior ; thinking 
that by such ownership we can gain equivalent social dis- 
tinction. This is the instinct behind the American custom 
of “keeping up with the Jones” and the reason why 
women mimic Hollywood fashions. Let your prospect 
know that some social leader whom she recognizes owns 
your product, and you are appealing to this instinct. 

10. Fear—Which, though stronger than other in- 
stincts, must be appealed to with caution. We tend to 
try to escape from danger. If we suddenly realize we 
are running risks, we seek to flee from them. Appeal 
to this motive should be made by establishing the need 
for your product and vividly portraying the risk that will 
continue as long as the product is not owned. 

By describing the inherent advantages of the product, 
selling its differences, justifying the purchase econom- 
ically and appealing to these instinctive buying motives ; 
desire is aroused to the buying point. All that is then 
needed is to provide convincing proof of these advan- 
tages. This was discussed in my January article. 
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The Gist of the Selling Process (Continued from page 44) 


No unsupported claims or general assumption should 
be used in your solicitation. Every statement should be 
susceptible of definite proof if challenged. Evidence, 
facts, scientific tests should back up each important sell- 
ing point. Much use should be made of authoritative 
and local testimony. Prospects should be invited to tele- 
phone users. By this means, confidence is injected and 
that is vital in turning desire into buying action. This 
is the fourth point in the selling process. 

If the sequence of steps has been followed carefully, 
a dramatic unfoldment of advantages has been made 
which will require little persuasion to win the sale. All 
buying decisions will have been made. Given a real need 
and an ability to buy, it will be difficult to restrain the 
prospect from acting because she will. realize that she 
cannot afford to be without the product in question and 
that the benefits from owning it are far above its cost. 

If buying action does not result, it indicates that some 
part of the process has not been accomplished properly. 
It is therefore necessary to go back over the presentation 
to clear up any objections that might be lingering in the 
prospect’s mind. The art of persuading buying action 
is largely the art of dramatic restatement. 


OLD in this way, a satisfied customer always results; 

one that will team with you in many ways. She will 
become a fertile source for half-sold prospects, her word- 
of-mouth advertising will enlarge your sales opportunity. 
She wil give you testimony that will carry much weight 
in other solicitations and she will permit you to use her 
as reference in closures which might otherwise be diffi- 
cult to make. 

I cannot emphasize too strongly the importance of fol- 
lowing the sequence of this selling process, no matter 
what you are selling or to whom. Use the headline treat- 
ment of approach. Sell product advantages. Provide 
convincing proof. Tone your arguments closely to buy- 
ing motives. 

Finally, keep four things in mind on every call you 
make. If used in every interview, these will become a 
part of your working habit; just as it is second nature 
to shift years without conscious thought of the opera- 
tion. However, if you apply them only occasionally, 
your selling plan will not get satisfactory results. Here 
they are: 

1. Begin every interview by talking the particular 
needs of the prospect—not about what you have to 
sell. Only mention your product in the light of a 
solution of these needs. 

2. Be sure your prospect understands each point 
you make and do not leave it until she agrees with 
you. 

3. Look for the first opportunity to close the sale, 
taking advantage of all the breaks. But if the sale 
is prematurely closed, be sure to educate the pros- 
pect to a complete understanding of use values in 
your after-sale call backs. 

4. Go into every interview with the belief and 
determination that you are going to win the sale 
because the prospect will want to buy if you follow 
the selling process completely. 

Well, there it is. Sort of dry but necessary in order 
to develop the practical angles of THE SALES PRES- 
ENTATION, which is the subject of next month’s 
article. So take this condensed explanation of a com- 
plete college course away with the determination to put 
it to work. When applied, its results will surprise you. 
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HERE’S YOUR SUMMER WINDOW 


and it’ 


A Beautiful Display That Shouts... 
“Stop, Look, and Buy!” 
It’s Cooperative ...It Features All 
Your Summer Items! 
These Displays Will Go Fast, So Send 
the Coupon for Yours Today! 


THIS BEAUTIFUL Summer window-display is 
offered to all Eveready flashlight dealers abso- 
lutely free. Printed in full-color, it makes a 
startling window. Everyone coming along your 
street will be attracted by it (we’ve tried it 
out!) It’s your display, for only a small space 
is devoted to Eveready, and the rest is so de- 
signed that you can feature all of your most 
profitable summer merchandise. 


free! 


Gil your 
Summer 
ERE 
ELECTRICAL 
FIXTURES 


on eau 


WIRING PROBLEMS 


The seven ribbons coming down from the 
central cut-out and terminating in the small 
round cards are adjustable to any length up 
to 6 feet. These cards are left blank for you to 
fill in your own prices or selling message on 
the summer merchandise you wish to display. 


Take advantage of this free offer. There’s 
no obligation at all. 


NATIONAL CARBON COMPANY, INC. 
General Offices: New York, N. Y. Branches: Chicago, San Francisco 
Unit of Union Carbide UCC) and Carbon Corporation 


{ National Carbon Company, Inc., Dept. 71-A I 
y 30 East 42nd Street, New York, N. Y. 1 
1 Please send me the free Summer window display. i 
Name. 
‘ Address — 
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Cc L Oo Cc K S “Telechron”—Warren Tele- 


chron Co. “Revere”—The Revere Clock Co. 


CLOTHES WASHERS “Graybar” 
COOKING APPLIANCES 


(SMALL) “Everhot”—The Swartzbaugh Mfg. 
Co. “Nesco”— National Enameling & Stamp- 
ing Co. “Proctor”— Proctor & Schwartz 
Electric Co. “Manning Bowman”— Manning 
Bowman & Co. 


FANS “Graybar”. “Ilgair”— Ig Electric 
Ventilating Co. 


IRONERS “Apex”—Apex 
Rotarex Corp. “The Eldredge”— 
National Sewing Machine Co. 


MIXERS ano EXTRACTORS 
“Gilbert”—The A. C. Gilbert Co. “Hamilton 
Beach”— Hamilton Beach Mfg. Co. “Magic 
Maid”—The Fitzgerald Mfg.Co. “Sunbeam” 
— Chicago Flexible Shaft Co. 


RAD | oO S “Colonial”— Colonial Radio 


Corp. 


RANGES “Graybar - Crawford”— 


Walker & Pratt Mfg. Co. 
REFRIGERATORS “Graybar 


Kold”— Ilg Electric Ventilating Co. “Kelvin- 
ator” —Kelvinator Sales Corp. 


HEATERS (portaste) “Arvin”—Nob- 


litt-Sparks Industries, Inc. “Everhot”—The 
Swartzbaugh Mfg. Co. “Manning Bowman” 
— Manning Bowman & Co. “Markel” — 
Markel Electric Products, Inc. “Sunbeam”— 
Chicago Flexible Shaft Co. 


| RO N S “American Beauty”— American 
Electrical Heater Co. “Marion”— Rutenber 
Electric Co. “Proctor”—Proctor & Schwartz 
Electric Co. “Sunbeam”—Chicago Flexible 
Shaft Co. 


SEWING MACHINES “Graybar” 
SUNLAMPS “Miller Suniites”—The 


Miller Co. 


TABLE APPLIANCES “Zverho:” 
—The Swartzbaugh Mfg. Co. “Hankscraft” 
—Hankscraft Co. “Manning Bowman”—Man- 
ning Bowman & Co. “Proctor”— Proctor & 
Schwartz Electric Co. “Silex”—The Silex Co. 
“Sunbeam”— Chicago Flexible Shaft Co. 
“Toastmaster” — Waters Genter Co. “Waffle- 
master” —Waters Genter Co. 


VACUUM CLEANERS “Graybar” | 


GRAYBAR ELECTRIC COMPANY, Graybar Building, New York, N. Y. 


Gentlemen: Please send us more information on your complete line of electrical appliances. EM 5-34 4 


| 
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Sell the 


86% 


ELECTRIC MARKET 


FARMS 
USH power washers—because most of 
your farm customers have no electricity. 


Here's your big market—86% of U. S. farms 
have neither high line nor light plant, and only 
10% of these have bought power washers. 
Some selling to be done — get busy! 


will help you to sell gas engine washers. Our 
advertising, featuring “Wireless Power,” tells your 


trade about washers equipped with easy-starting 
Briggs & Stratton 4-Cycle Gasoline Motors — and 


that means 93% of all makes. 
You can profit directly from this farm paper adver- 
tising (5,900,000 circulation monthly) if you will 


Display Power Washers 


Use window and floor space to show customers that 
you handle washers equipped with Briggs & Stratton 
“Wireless Power.” 

Have your clerks point out this easy-starting 4-cycle 
motor as a quality feature of the washer — proof 
that it’s good all through. 

Our advertising is reaching your trade. Hook your 
store up to it. Cash in on it. 


BRIGGS STRATTON 


Gasoline Motors 


71 


No high line or light 

needed. Just step 
— this 4-cycle motor Starts in- 
stantly, runs quietly and smooth- 
ly, driving the washer easily, with 
Plenty of extra Power. 

It’s Briggs & Stratton “w. 
LESS POWER,” used in ree 
washing machines, Look for it be- 
fore you buy —for a washer is no 
better than its power. Briggs & 
Stratton equipped means high qual- 
ity all the way through. 

This motor is backed i 

wide service and a 

tee. More of them in use than an 

other small gasoline motors, Ades. 
lutely safe and dependable. 


BRIGGS 


STR 
7 Gasoline 
| 


EASY 
STARTING 


Look for B & s Mot 

Ors On pumps, 
Mowers, garden tractors, ty = 
€r equipment using 4 to 4 h. p. 


Mail this Coupon 


Our June Ad 
inNational 
Farm Papers 


Get the Facts 
_MAIL THIS COUPON 


Firm 


i 
WIRELESS 
POWER" 
| Do || THE) wa 
NON - 
6 AIR 
COOLED 
=, 
i @ 
3 
ee eeeaca 
Briggs & Stratton Corp., Dept. S6, Milwaukee 
Send Free Booklet interested in **Wirecess 
Power’’ and washing machines equipped with it, 
Send for 
FREE BOOKLET | 
| STRATTON CorP., Dept. M-5, Milwaukee 
Send list of Washing Machines equipped 
| with your motors—also further information 
| on your “WIRELESS POWER” Campaign. 
<A-cycie> 
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EONARD’S great floor sell- 
ing plan swung into action 

in March, and from every sec- 
tion of the country, dealers are 
reporting its spectacular suc- 
cess in bringing interested 
prospects to their showrooms. 


Pictured above is an audience of 
three hundred and five women 
in an Ohio city, brought to- 
gether by following the plan 
that is available for all Leonard 
dealers. Of these women, 257 
signed cards giving their names 
and addresses, and 205 owned 
no electric refrigerator. Think 
of it—205 actual prospects reg- 


This Plan Brings PROSPECTS 
into Leonard SHOWROOMS 


istering with a dealer in a day! 


Can you afford not to know 
more about this plan, which 
brings prospects, product and 
salesman together in the dealer’s 
showroom? Combined with the 
finest line and greatest adver- 
tising program in Leonard his- 
tory, it is setting new sales 
records month after month. 


Let us show you how it oper- 
ates—what it is producing— 
in scores of territories like your 
own. Write or wire the factory. 
LEONARD REFRIGERATOR 
COMPANY, 14257 Plym- 

outh Rd., Detroit, Mich. Ww 


WOMEN CAME HEAR 


Vol.51, No.5 


(662) 


THE COMPLETE 
REFRIGERATOR 
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FROZEN ASSET 


the customer can't buy it 


les just a 


All the money you have tied up in electric refrigerators is 
frozen as solid as a 1928 mortgage if you can’t offer your 


customers terms they can meet. 


@ Commercial Credit Company 

purchases open accounts receiva- = Very few people can pay cash on the line. Most of them need 
ble, notes, and instalment lien ¢ 

obligations from responsible 

Sinnctanamenteitaisaed time—twelve months—eighteen months—maybe even longer. 
Dealers. Financing plans are 

provided to cover the time pay- 

ment sale of automobiles, refrig- | Commercial Credit Service, fair as to service charges, square 
and equipment, air conditioning _ as to reputation, will help you make sales. It’s a service that is 
units, heating plants, store and 

office fixtures, boats, and a score 
of other such broad classifica- 
tions, including hundreds of ° 
individual products. The service “on in advance to minimize your risk—regular collection 
is national in scope, yet com- 
pletely local through 125 offices —and prompt remittance. It is available through 125 offices 
located in the principal cities of 


the United States and Canada. in the principal cities. Write today for full information. 


nationally known, used, and respected. It includes investiga- 


CoMMERCIAL Crepit ComMPANY 


COMMERCIAL BANKERS 


Headquarters BALTIMORE 


CONSOLIDATED CAPITAL AND SURPLUS $39,000,000 


Wherever You Are « Whatever You Make, Sell or Buy « Use Commercial Credit Service 
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Captivates American house- 


Bean. Wives and brings quick, easy 


profits to Crosley dealers ... 
f Ventilated Front 


This feature of all Crosley models 
permits cool air to be drawn from the 
i 4 RARA front and warm air expelled from the 
| / | | rear. properly ventilating power unit 

| Sz | | even when refrigerator is placed in 

| | | limited space or close to wall, 


provides about 50% more 
storage capacity 


LL of the new Crosley models — both 
Shelvador Series and Tri-Shelvador 
Series — feature the now famous Shel- 

vador. When the Shelvador—an exclusive 
and patented Crosley feature—was first 
presented to the American housewife over a 
year ago, it created the greatest sensation in Model EA-43 


the history of home electric refrigeration. 4.3 cu. ft, NET capacity, 
9.15 sa. ft. shelf area, 

Increases “Usable” Capacity 2 ice trays—42 cubes— 
About 50% one double depth tray. 


Shelvador increases the ‘‘usable’’ food storage space ~ 

about 50%. It provides a definite place for small t | 7.00 
items. As an example: in the Shelvador, an orange 
occupies exactly the space that an orange should— 
not the space of a bottle of milk. 


Now Comes “Streamline Beauty” 
All of these new Crosley Shelvador and Tri-Shelvador 
models are streamlined. They fulfill the dream of 
ay A woman for a refrigerator that does justice to 
her home, her kitchen, and can be a daily source of 
pride—can be “‘lived with” as well ten years from 
now as today. 


Compare These Features 
First comes Shelvador, then the ventilated front, 
automatically illuminated interior, no-stop defrosting 


control (defrosts while refrigerator is operating), 
chromium plated stamped brass hardware of modern Model EA-55 


MODEL EA-35 


This Crosley Shelvador has a NET capacity 
of 3.5 cubic feet with a shelf area of 7.5 
square feet. It is equipped with two 21- 
cube ice trays—42 cubes in all. It incor- 
porates all of the Shelvador Series features 


. ; - eae design, thorough insulation throughout (including 5.5 cu. ft. NET capacity, 
described to the right. Dimensions:48'% door), round cornered porcelain interior, white 11.6 sq. ft. shelf area, 
high, 237%” wide, deep. lacquer exterior with black trimming, ample tray 

capacity for quick freezing of ice cubes. 145. 00 
$145. 
ALL MODELS HAVE AUTOMATICALLY ILLUMINATED INTERIOR 


ADDS THREE ADDITIONAL 
EXCLUSIVE FEATURES TO THE 
FAMOUS SHELVADOR 


N addition to all of the outstanding features of 
the Crosley Shelvador Series described above, 
the Crosley Tri-Shelvador Series incorporates 

three additional features never before combined 
in a home electric refrigerator. 


1—THE SHELVATRAY ... When articles are wanted 

—=!> from the refrigerator, place Shelvatray in a horizontal posi- 

' ’ ° tion, place the articles on it and carry them, Shelvatray and 
2 t - all, to table, range or cabinet. Shelvatray (patent pend- 


ing) is an exclusive Crosley feature. 

2—THE SHEL VABASKET ... Handy for greens, car- 
rots, cabbages, canned goods and the like. Another ex- 
clusive Crosley feature. Swings with the door. Shelva- 
basket is not refrigerated. (Patent pending.) 

t 3—THE STORABIN ... A place for potatoes, onions and 


other bulky items. Exclusive with the Tri-Shelvador. 
é 7 Storabin is not refrigerated. (Patent pending.) 
| In addition to these, the Tri-Shelvador models are equipped 
. —— with a self-closing porcelain door to the freezing chamber. 
Model E-55 Gight) has 5.5 =. 
capacity, 11.6 sq. ft. shelf area, 3 ice trays—63 cubes—one 
Model E-43 Model E-70 double depth tray. You must see the new Crosley Shelva- 
dor and Tri-Shelvador electric refrigerators to appreciate 


4.3 cu. ft. NET capacity, 7 cu. ft. NET capacity. ; ; ; j 
9.15 ea. ft. shelf area, 14.9 eq. ft. shelf area, fully the advancement in refrigerator design, convenience 


2 ice trays—42 cubes— 4 ice traye—S84 cubes— 80d performance that they represent. See your Crosley 
one double depth tray. one double depth tray. distributor—ask him to show you both series—make vem 
comparison that occurs to you—your good judgment will 


8135.00 8185.00 then dictate which electric refrigerator to handle. All 


models available in full porcelain at slight extra cost. 
Montana, Wyoming, Colorado, New Mexico and west, prices slightly bigher. 


The Crosley Radio Corporation - Cincinnati Model E-55 
(Pioneer Manufacturers of Radio Receiving Sets) of ~ 15 7-00 


POWEL CROSLEY, Jr., President Home of Nation’s Station” —WLW 


EROSLEY 
NEW 
| 
| TRI 
| 
— 
| | | | 
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DEALER INTEREST 


Such As We Have Not Known In 10 Years 
Has Been Created By The 


NEW IMPROVEMENTS 


In The AMERIGME 


Better times and better washers are joining hands to help 
“American Beauty’’ dealers get going good again. 


New high-vane agitators with tapered post and spray per- 
forations—Exclusive, new ‘‘double-safety’”’ wringer that does 
MORE than release the pressure—Beautiful, new corrugated 
tubs—New styles—new beauty—new color effects. 


These are just PART of the improvements—back of which 
are the EXPERIENCE and basic quality that have made the 
“American Beauty’’ known as 
one of America’s BEST for the 
last 20 years. 


Mechanical Perfection 
And Optical Attraction 
Properly Priced For Profit! 


You can sell American Beauty washers at all prices from $39.50 
—we've six models in the “price” class and four more with 
“De Luxe” equipment. 


Get ALL the story—write or wire for our profit proposition 


GETZ POWER WASHER CoO. 


534 Walnut St. Morton, Ill. 
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PRODUCT 


WATCH for further announce- 
ments. In the meantime, let us 
send you details of the Norge 
Oil Burner profit plan........ 
WRITE, WIRE OR 
PUCHE. & 


ORGE 


BACKED BY 
A MERCHANDISING PROGRAM 


CUT TO A SUCCESSFUL PATTERN 


Norge entered the national field of electric refrigeration early 
in 1931. Today, Norge is one of the leading four manufacturers 
in this highly competitive industry. 


The phenomenal growth in acceptance of Norge Rollator 
Refrigeration is based upon a five point foundation. 


Entering the field at a strategic time, when 
popular demand is on the increase .. . 


A product which has distinctive advantages 
—vital in importance, advertisable and 
saleable . . . 


2 


A product in which the necessity for servic- 
ing is reduced to a minimum .. . 


Pricing to allow a generous profit for distrib- 
utor and dealer, yet to resell at an attrac- 
tive competitive figure .. . 
Consistent and aggressive advertising and 
promotional activity. 


Just as Norge, in 1931, laid this foundation for national 


success in the refrigeration field, so Norge today, 
using the same basic formula, announces the 


NORGE CORPORATION 


‘Division of Borg-Warner Corp., 606- 


670 E. Woodbridge St., Detroit, Mich. 
Manufacturers of Norge 
Rollator Refrigeration « Norge 
Electric Washers « Broilator 
Stoves .« Aerolator Air 
Conditioners « Norge Oil Burners 


| | 
au | 
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FREE! 


Act at once! 
They’re 
moving fast! 


And this one at 3:11 


This great clock display 
to every dealer! 


GENERAL 


Just 29 inches on your counter! 


That is all the space the Merchandiser 
requires to put a complete clock department 
to work for you. And you get that display 
FREE—along with a handsome selling card 
and 6 miniature complete line catalogs. 


All you pay for are the clocks—the 6 clocks 
that actually put you in the clock business! 


It’s a chance-of-a-lifetime offer! And just 
one more instance of the close cooperation 
of the G-E Clock Department with its 
dealers. 


But we warn you—act promptly! Already 
two-thirds of the original Merchandisers 
have been snapped up. Yes—two-thirds of 
them went in just 30 days! And no wonder! 
It is one of the sweetest clock displays ever 
set on a counter. A clock to fit every need 
—a clock to fit any purse. Every clock 
with a “come and get it” look written all 
over it. 


Dealers all over the country are shouting 
for the Merchandiser. They know, as we 
know, that it stops store traffic . . . brings 


customers right up to the counter . . . sells 


Want proof? 
Two weeks ago we stationed a man with 


a high-powered pocket camera in a corner 
of Loeser’s Store. . 


“Watch that clock counter for the next 
sixty minutes,” we said, “and when you see 
someone stopped by the Merchandiser . . . 
snap that picture!” 


He did. Fifteen times in that hour—15 
times—he snapped that camera. Fifteen 
times people passing the Merchandiser 
sto nh en of these fifteen times they 
walked up to the display . . . looked at the 
clocks . . . asked questions . . . and many 


bought. 
And - listen to this . . . the best news 
of all. It costs only $23.23 to put yourself 


in the clock business, including the six clocks, 
Merchandiser, selling cards, catalogs . . . 
everything. 


We want to help you to make more Ww 
money. Sign that coupon today. 


General Electric Co., Merchandise Dept. 
Electric Clock Sales Section T-345 
Bridgeport, Conn. 
Send me full details on how I can get the General Electric Clock 
Merchandiser and all six General Electric Clocks for $23.23. 


GENERAL @ ELECTRIC CLOCKS 


= 4 
y 
@ 
? 5, 
This One was Snapped at 2:17 
This One at 2:37 
0. 
Here is the snap at 2:53 per 
e 4 4 


ists, eh? 


Hotpoint Redman: No sir! Just a Hot- 
point man with a new line of irons that 
has the world by the tail! Take the Hot- 
point Feather Weight at only $6.95. Why, 
at Macy’s they practically wore their 
arm#out wrapping ‘em up! 


Mr. X: What caused that disturbance? 


FEATHER Weicurs 


Hotpoint Redman: Well— the Feather 
Weight weighs only 3 pounds—half as 
much as an ordinary iron. Yet it’s a 
full-size iron, does a full-size job. When 
women found that out—they went wild! 


VALUE-MATIC 


Mr. X: You’re one of them thar chem- 


ELECTRICAL MERCHANDISING 


Mr. X: Brother, I'll take... 


Hotpoint Redman: Wait!—I’ve more aces 
in the hole. Take the G-E Hotpoint 
Travel Iron—a honey for summer. Slips 


into a suitcase. Light — easy to carry. 
And only $3.45 list! 


Mr. X: Brother, I'll take... 


Hotpoint Redman: Hold it!—Listen to 
what I’ve got to say about the chiseler 
— the “‘mine’s cheaper” guy. In the Hot- 
point Model “R” at $3.50 we give you 
an iron so low in price that a ground 
hog couldn’t burrow under it! 


Mr. X: Brother, I'll take... 


Hotpoint Redman: Bear in mind that 
every General Electric Hotpoint Iron has 
the famous G-E monogram— women know 
that monogram. And remember, every 


GENERAL@ELECTRIC 


AT A “IN, 


MODEL R 


Let me show you 


turn iron into GOLD! 


Vol.51, No.5 


u how to 


iron has the G-E Ca/rod heating unit! 
Mr. X: Brother, I'll take... 


Hotpoint Redman: And look in the June 
issue of Good Housekeeping and Better 
Homes & Gardens. Look in July McCall's. 
You'll see advertising that will help you 
turn your Hotpoint Irons into gold. Re- 
member,G.E. gives you a different priced 
iron to meet any competition—a two- 
fisted, hard-hitting line that will put rea/ 
money in your pocket. 


Mr. X: Brother, I'll take the matter up 
with the boss when he gets back. J only 
work here! 


TO THE ‘‘BOSS’’—for full information on 
the greatest line of irons General Electric 
Hotpoint has ever turned out, write Mer- 
chandise Dept. Section E-345, General 

Electric Company, Bridgeport, Conn. 4 


FEATHER WEIGHT 
MOOCEL R 


4 
? 
| 
— 
> 
TRAVEL IRON 
A-C-MATIC 
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g the new 


Beautifully styled for the Modern Trend 


OTPOINT has the name, the 
reputation, the acceptance that 
refrigerator dealers seek for easier 
: sales, faster turnover and customer 
satisfaction. And now, with this beau- 
tiful new Hotpoint refrigerator, an 
amazing new profit opportunity 
opens up for Hotpoint dealers. Its 
distinctive styling along modern 
lines—its many features, including 
the all-steel cabinet, stainless steel 
# freezer, interior lighting, sliding 


r | =. shelves, pedal door opener, and de- 
froster—make this new Hotpoint 
| model a sensational value among 
4 popular priced refrigerators. 

] Get the Hotpoint refrigerator busi- 


ness in your locality and make 1934 
your biggest year! Write, wire, or 
mail the convenient coupon below 
for all details. 


Clip this Coupon 


Hotpoint Refrigerator Division, 
Specialty Appliance Sales Dept., Section EMS, 
Nela Park, Cleveland, Ohio. 


Rush details of the Hotpoint Refrigerator Fran- 
chise. No obligation. 
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SHIPPING 
PROBLEMS 
ELIMINATED 


RAILWAY EXPRESS 


No matter what you want to ship, Rail- 
way Express will answer your shipping 
problems. At your convenience and at your 
very door, in principal cities and towns, a 
Railway Express truck will call and take 
your shipments away to be rushed to the 
consignee at passenger train speed. Whether 
it be one shipment or five hundred—it makes 
no difference to Railway Express. Absolute 
safety and careful handling during transit are 
assured throughout. We give a receipt on 
collection and take a receipt at delivery—a 
twofold guarantee of safety and swiftness. 


Railway Express service is inexpensive, 
too, and saves you much in convenience, 
worry and time. Telephone your local Rail- 
way Express agent who will be glad to give 
you information, rates, and service. 


The best there is in transportation 


SERVING THE NATION FOR 95 YEARS 


RAILWAY 
EXPRESS 


AGENCY, Inc. 
NATION-WIDE SERVICE 


REFRIGERATOR MOTOR 
BRUSH SERVICE KIT No. 45 


Indispensable to motor repair men 
as it will service all popular makes 
and types of refrigerator motors. 
These brushes are _ laboratory 
tested for refrigerator duty. See 
your jobber or write directly to 


THE OHIO CARBON CO. 
12506 Berea Road - CLEVELAND, O. 


There Will Be 
Profit inHedge 
Trimmers 
This Year! 


Trimming hedges electrically 
is a “sold” idea — one that 
alert jobbers and dealers can “cash-in” on! ... The 
Dumore Electric Hedge Trimmer offers you and your cus- 
tomers more for your money than any other... It weighs 
only 3% Ibs., measures only 1812 inches overall, is perfect- 
ly balanced, operates on AC or DC current, and sells for 
only $20.50...Send for a sample and descriptive literature. 


DUMORE COMPANY, 19 Sixteenth St., Racine, Wisconsin 


“APPLIANCES 


Vol.51, No.5 
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YOU’LL FIND 


CENTURY 
PROGRESS 


The Group, The Hisover Century of P 


We come, Hoover dealers! To Here you will see the story of 


A Century of Progress which 


cleaning progress, which draws 


opens its gates triumphantly the crowds to the Hoover dis- 
again this year. To the Electrical 
Building, one of the most fasci- 


nating and popular spots on the 


play. Here you will see Hoover 


sales in the making, sales that 


will come home to you. 


whole grounds. And, most of We believe you will go away 
all, to the Hoover Exhibit in this 
building, which we hope you'll 
make your headquarters when 


you visit the exposition. 
THE HOOVER COMPANY, NORTH CANTON, OHIO 


impressed by the demonstra- 


tion of Hoover Leadership in 


the cleaning field, and your own 


is a Dealer Sale 


profitable association with Hoover. 


a 


MORE BUSINESS 
BIGGER PROFITS 


NEWEST 


BOND 


FLASHLIGHTS 


COLORTEX 


Sets a new high for outstanding beauty and inherent 
qualities. A deluxe line that makes new basiness 
and a worth-while profit. Grilliant-heed display ex- 
hibits entire line of seven spots and searches, all 
different in color and texture. Here are styles, eye- 
appeal. . . and sales. Show them and they'll sell. 


Solid fibre cases finished in lustrous silver grays and 
blacks—a rich new dress developed to make better 
business for you. The assortment of six beasties 
; shows up strikingly on the bright lithographed dis- 
play. Put it on your counter. Watch the goods 
move out. Both volume and margin are here for you. 


For a steady flow of business 
Bond Mono-cell Flashlight Batteries 


Features unmatched anywhere. Their longer 
life and ‘stronger light make any flashlight 


perform better, make Bond flashlights per- 
form best. 


| BOND ELECTRIC CORPORATION | 


257 Cornelison Avenue, Jersey City, N. J. 
Branches and Warehouses Conveniently Located. 
Send information on Colertex and Lusterized Flashlights. 


Co. Name 


CLIP 
AND MAIL 
COUPON 


Your Name 


Address 
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Keep your profit 
when you install 


BREEZO fans! 


Breezo dealers enjoy one real advantage which outweighs 
many imaginary ones! When a BREEZO fan is installed, 
it “stays sold” and the dealer keeps his profit! 


BREEZO dealers sell an all-steel fan—much lighter and 
stronger than fan with cast parts. Totally enclosed type 
motors keep out dirt and moisture, and are large enough to 
operate continually without depending on artificial ventila- 
tion. Motors are very quiet. Bearings are extra large, 
bronze bushed with minimum shaft overhang. Waste- 
packed lubrication, runs 1500 hours without reoiling. 


When you sell BREEZO fans — you sell satisfactory 
Ventilation—no expensive service calls. 


Use this table to figure required size: 
RECOMMENDED AIR CHANGES 


In Alr Change Every 
Residence Kitchens . 2 minutes 
Garages . 5to7 minutes 
Bowling Alleys 5to8 minutes 
Paint Spray ee 2to3 minutes 
Stores . 5to8 minutes 
Bakeries . 2to4 minutes 
Laundries 3to5 minutes 
Billiard Rooms . 6to8 minutes 
Cigar Stores ‘ 5to8 minutes 
Creameries . 5 to 10 minutes 
Cleaning and Pressing Shops 3to5 minutes 
Clubs .. 5 to? minutes 
Restaurant Kitchens . 2to3 minutes 
Theatres . 5 to 10 minute 

Printing Shops 5 to 10 minutes 
Laboratories . 5 to 10 minutes 
Factories 5 to 10 minutes 


BREEZO Accessories are profitable, too. 


Where you sell ventilating fans, 
sell a louver or penthouse. De- 
signed specially for BREEZO line, 
compact and husky, there is a nice 
profit on every sale. The whole 
BREEZO line is a profitable one 
for the dealer. Can you afford to 
pass it up? 


Dealers Wanted 


There are a number of cities where we want dealers. 
Write to us for details and prices. 


Buffalo Forge Company 


205 Mortimer St., Buffalo, N. Y. 
In Canada: Canadian Blower & Forge Co., Ltd., Kitchener, Ont. 
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THE “EASIEST TO SELL” REFRIGERATOR EVER MADE! 


HERE'S THE LAST WORD IN oH! IT LIGHTS YES~-AND SEE THIS ALL-~PORCELAIN 
REFRIGERATORS! SEE THIS AUTOMATICALLY! FREEZING UNIT WITH ITS FAMOUS 
AUTOMATIC DOOR? SWINGS ‘VE HEARD OF THIS “AND NO “ FORGET-PROOF” DEFROSTER AND 
WIDE OPEN LIKE MAGIC~- NEW-TYPE STEWART-WARNER. VICK- 
EVEN IF BOTH YOUR HANDS CERTAINLY 1S A BEAUTIFUL CORNERS TO ae Bt / 


ARE FULL! PREVENT 


/ 
EASY 


JUST “STOP TOLOOK”.. 


HOW CONVENIENT! WELL,WE'VE SEEN THEM ALL, AND 
THE BOX HOLDS MORE THIS HAS ‘EM LICKED A 
AND ITS EASIER = WE'LL TAKE 
TO REACH 

WHAT YOU 
WANT 


THESE ROLL-OUT TRAY 
SHELVES GLIDE PART WAY 
OUT OR ALL THE WAY OUT 
FOR USE AS FOOD TRAYS 


~ 


- AND THIS SLOW- 
CYCLE MECHANISM 
1S THE MOST 
ECONOMICAL 
BECAUSE IT RUNS 
LESS OFTEN AND 
TAKES LESS — i 
CURRENT IT’S PERFECT! 
'M SO GLAD WE 
DIDN'T Buy BEFORE 
WE SAW THIS 


AND STAY FOR A DEMONSTRATION... 


CREATING A SENSATION EVERYWHERE— 
“SELLS ITSELF” RIGHT OFF YOUR FLOOR! 


Public Welcomes New-Type Refrigerator... Setting New Sales Records Daily! 


@ We tell your customers —“*Don’t buy any refrigerator until These are but a few of the dramatic features that are grip- 
you've seen the New-Type Stewart-Warner.” And for exactly _ ping the imaginations of housewives the country over! 

the same reasons we ask you to investigate the Stewart-Warner 
Line before deciding you're “set” for 1934! 


But you’ve got to get the whole story before you can fully 
appreciate the opportunity for present and future sales that 


Stewart-Warners are moving . . . breaking records, right the Stewart-Warner franchise offers you. Mail the coupon 
and left! They're clicking with housewives, now, just as they today! No obligation! 


Their selling features stand out in ANY company. They are § SEND ME ALL THE FACTS QUICK! . 
Bearally turning demonstrations into sales at an unheard of : STEWART-WARNER CORPORATION : 
rate! Feather-Touch self-opening doors . . . easy roll-out § 1839 Diversey Parkway, Chicago, Ill. ¥ 1 
tray shelves .. .“forget-proof” defrosting and quick-chilling! : Send me complete information on your 1934 Refrigeration ; 
g Line! 1 

STEWART-WARNER 


OLLOW THE COALITOSIS 
TRAIL TO PROFIT! 


Ir shocks buyers into action! Unusual sales 
strategy assures more successful interviews, more 
quick sales. Write today for information about this 
powerful sales campaign that will increase your 
prestige and profit. Do it now! 


WAYNE OIL BURNER CORP. 
701 Glasgow Ave., Fort Wayne, Indiana 


WAYNE 


The World’s Finest Oil Burner 


ELECTRICAL MERCHANDISING 


You'll find the 


BETTER 
APPLIANCE 
equipped with 


Nichrome 


an 


Driver-Harris 
(approved) 


HEATER CORD 


Complete Excellence 


DrRIVER-HARR!IS COMPANY 


HARRISON, New JERSEY 


Vol.51, No.5 


Just 
published 


New 2nd Edition covering 
latest code rules 


Here is a complete revision of Abbott’s useful Handbook, covering 
all changes, new rules, etc., in the latest National Electrical Code. 


Use this book to get work done according to the Code. Gives 
rules and requirements for all jobs—what they mean—how to 
apply them. This unusual book, planned for quick reference use 
by busy, practical men can also be used by anyone who wishes 
to make a thorough study of the National Electrical Code. 


Abbott’s 
National Electrical Code 
HANDBOOK 


Second edition, 520 pages, 51/,x8, 
fully illustrated, $3.00 

HE purpose of this book is to enable the user to grasp readily 

the plan, scope and purpose of the National Electrical Code 
requirements, to present discussions of the rules wherever this 
will clarify them, and to make the practical application of the 
rules clear and easily understandable. All requirements of the 
Code are included in this Handbook but have been grouped ac- 
cording to the subjects to which they apply. By this arrangement 
you can refer to any point quickly with the assurance that no rule 
applying to the subject will be overlooked. 
Makes every Code rule clear and understandable. Gives com- 
ments, explanations, diagrams and sketches wherever needed. 
Restates rules where the meaning can be brought out more simply. 


Valuable data for the electrician, inspector, 
contractor and architect 

—definitions of Code terms 

—types of wiring approved under given conditions 


—requirements for standard materials and apparatus and standard 
methods of installing them 


—general requirements applying to all wiring systems 


—simplified application of Code data pertaining to motor 
installations 


—special requirements for outside work, hazardous locations, 


theatre wiring, emergency lighting, high-voltage installations, 
etc., ete. 


10 Days’ Examination on Approval 


Will help you certify your methods by making quick, frequent, definite 
reference to Code requirements easy. for yourself this unusual book. 


ON-APPROVAL COUPON 


McGRAW-HILL BOOK COMPANY, INC. 
330 West 42d Street, New York, N. Y. 
Send me Abbott's National Electrical Code Handbook for 10 
days’ examination, subject to approval or return. At the end 
of 10 days I agree to pay $3.00 plus a few cents for postage 
and delivery, or return the book postpaid. 


(We pay postage 
on orders accompanied by remittance.) 


City and State ........ 
Position 
Company 
(Books sent on approval in U. S. and Canada only.) 
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RANGE THOUSANDS 
THE NEW - 


_HAVE WAITED FOR !! 


CALROD EQUIPPED 
AND ALL THESE 
FEATURES— 


Rugged a/l-steel body with 
gleaming white Glyptal enamel 
exterior and and re- 
sisting porce cooking to 
and work surface. tied 

e Hi-visibility automatic temper- 
ature control with heat indi- 
cator light. 

e Pebbled blue porcelain over- 
sized oven with G-E smokeless 
broiler pan and counterbalanced 
shelf type door. 

e Economical G-E Thrift Cooker 
with pudding pan. 

e Spacious drawer for utensil 
storage. 

e Bakelite switch buttons and 
door handles with stainless 
metal inserts. 

e Appliance receptacle, measur- 
ing cup, hot pan holders,“New 
Art” Recipe 

¢ Equipped with Hi-Speed Calrod 
Heating Units. 


FIRST IN STYLE e IN FEATURES 
e IN SPEED © IN ECONOMY 


HE new low priced G-E Marquis range will go far in 
Space ates electric range cookery. Back of its develop- 
ment and perfection is the combined knowledge of famous 
research engineers of the G-E House of Magic and skilled 
home economists in the General Electric Kitchen Institute. 


Beautifully modern in its new and efficient table top design, 
the G-E Marquis offers quality, features and value to be found 
in no other popular-priced electric range. It 
opens up a brand new selling opportunity for 
G-E retailers. If you are not already a G-E 
dealer, write or wire for complete infor- 


mation on this sensational new range and for 
details of the G-E franchise. General Electric 
Company, Specialty Appliance Sales Dept., 
Section DES, Nela Park, Cleveland, Ohio. 


ess ‘mechanism in 
tric refrigerators. 
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ELECTRICAL 


SOMETHING HOT 


Electric 


Range Coils for 
Replacement made to Your 
Own Specifications at Prices 
Utilities Can Save Plenty on 


Write Us. 
THERMADOR ELECTRICAL MFG. CO. 


116 LLEWELLYN ST. LOS ANGELES 


CAFEX 


COFFEE MAKERS 


RETAIL PRICES 
FROM $2. 35 up 


HARTFORD PRODUCTS CORP. HARTFORD, CONN. 


The Fit Still Survive 


Did you ever compare the classified section of the phone 
book with the directory of the year before? It’s an 
interesting if somewhat disheartening pastime. You 
find every year that some merchants have fallen by the 


wayside. The causes are usually bad management and 
poor merchandise. 


Fortunately each trade has antidotes for business disaster 
and failure. Not the least of these antidotes are the 
business magazines of each trade. The editorial pages 
tell a merchant how to manage his business profitably— 
the advertising pages help a man buy good merchandise. 
Try Electrical Merchandising as a prescription. Use its 


pages as a cure for failure, as a stimulant to business 
survival. 


Electrical Merchandising 


M. 
Reflector Brands 


having been approved now bear this label 
ABOLITE IVANHOE WESTINGHOUSE 
BENJAMIN QUADRANGLE WHEELER 


ELECTRICAL TESTING LABORATORIES 
80th St. and East End Ave., New York 


MERCHANDISING 


Vol.51, No.5 


Addressed to 


Manufacturers: 


Let’s not beat about the bush— 


this is an ad for advertising. 


Maybe last year was an awful 


year. But business will be good 


in 1934—this year. Somebody 


will get more appliance busi- 
ness. Advertising, which helps 
sales, is on the increase. So we 
say, “Get on the bandwagon.” 
Four months of 1934 are gone, 


but you can start advertising in 


the June 


issue of Electrical 


Merchandising. 


A McGraw-Hill publication 


330 West 42nd Street New York, N. Y. 
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butter brea 


I’m not the kind of fellow who can sell straw hats at 
the North Pole. But I’ll bet a brown derby that I can 
sell the General Electric AV-1 to practically anybody. 
And with these 3 little stunts: 


First I tell the prospect 
that there are 3 kinds of 
dirt. Ispread some soda 
across the rug. ‘‘That,’’ 
I say, ‘‘represents one 
kind of dirt—the dirt 


Next I spread some Ka- 
poc on the rug. ‘‘This,’’ 
I tell her, ‘‘represents 
the stubborn clinging 
litter—dog hair, thread, 
lint—the peskiest kind 


Finally, I take some sand 
and grind that right into 
the rug. ‘‘This sand,’’ I 
say to her, ‘‘represents 
the most destructive 
kind of dirt. It’s sharp- 


that settles on rugs and _ of dirt to remove.’’ edged. It cuts the nap of 


furniture and drapes.’’ 


the rug—deadens, ruins 
rugs in time!’’ 


HEN I go into the story. 

“The General Electric 
AV-1,” I say, “gets these 3 
kinds of dirt because it has 7 
cleaning actions—not one...a 
different action for each kind 
of dirt. 


It whisks the surface dirt up 
faster than a kid licking up a 
plate of ice cream. 

It sweeps up lint and clinging 
dog hairs as if by magic. 

It saps and sucks that in- 
sidious deep-down dirt to the 
surface where the powerful 


suction swirls it into the bag.” 


Sure-fire stuff 


It seldom fails, I tell you. The 
General Electric AV-1 at $31.95 
is the fastest-moving cleaner I 
ever handled. I’m not talking 
through my hat. I’m not boast- 
ing. I’m not saying this just 
to make a good impression. I 
know! I’m talking right out of 
the book of experience. I’ve 
sold more cleaners in 

my time than you could 

shake a stick at! 


For more facts and figures—yor more information on how we 
can help you sell more G-E Cleaners, write Merchandise 
Department V-345, General Electric Co., Bridgeport, Conn. 


GENERAL ELECTRIC 
CLEANERS 
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You Cannot 
Standardize Brains! 


One vital factor in business cannot and will not be standardized. 


Codes in nearly every line of businesss regulate hours, costs, mark- 
up, wages, in short, practically every detail of business operation. 


What will be the result? Will each firm prosper alike? Will 
poorly managed stores profit equally with the good? No. With 
everything else equal there is still one variable that will lift some 
dealers above their competitors. 


You cannot standardize brains. 


Each month Electrical Merchandising brings to the progressive elec- 
trical, furniture, hardware, and specialty dealers, and to the man- 


agers of department, chain, and power company stores, the latest 
facts about selling electrical appliances. 


Glance over the wealth of timely, useful help in this one issue. 
Double! Then consider that you would get twelve such numbers during the 
eS Ein, year. If you are not now subscribing for Electrical Merchandising 
Spandising. Is will fe just double you certainly should make use of the handy coupon below. 
helps, more illustrations, more 


news, plus, several new features. 


Enter your subscription NOW 


The ideas in Electrical Merchandising will mean extra profits to 
and get the big June number. 


some dealer in your town. Why not you? 


ELECTRICAL MERCHANDISING—330 W. 42nd St. 


New York, N. Y. 


Enter my subscription to receive the NEW Electrical Merchandising regularly. Attached is pay- 
ment of $2 for one full year. 


Send Money At Our Risk 
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SEARCHLIGHT SECTION 


EMPLOYMENT : Business OPPORTUNITIES eauipment—usep or RESALE 


UNDISPLAYED—RATE PER WORD: 


Positions Wanted (full or part-time salaried 
employment only) 10 cents a word, mini- 


mum $2.00 an insertion, payable 
advance. 
(See 1 on Box Numbers.) 
Positions Vacant 


and all other classifica- 
gone. 15 cents a word, minimum charge 


Proposals, 40 cents a line an insertion. 


COPY FOR NEW ADVERTISEMENTS ACCEPTED UNTIL NOON ON THE 25TH FOR THE ISSUE OUT THE 1ST OF THE FOLLOWING MONTH. 


INFORMATION: 


Boz Numbers in care of any of our New 


York, Chicago and San Francisco offices 
count 10 words additional in undis- 
played ads. 


Discount of 10% if full payment is made in 


advance for four consecutive insertions of 
undisplayed ads (not including proposals) . 


DISPLAYED—RATE PER INCH 


to 7.25 an inch 
to 7 inches..... eaeeus 7.00 an inch 
tes for kenger spaces or yearly rates, 


An advertising inch is measured vertically 
on one column, 2 inches— 
to a page. Electrical Merchandising. 


BELTS 


B. F. GOODRICH 
NAME WILL APPEAR ON ALL WRINGER ROLLS 


SOLD BY 


SERVALL CO., 4409 SEYBURN AVE., DETROIT, MICH. 


BEARINGS 


REPRESENTATION AVAILABLE 


Aggressive Salesman 
Desires represent manufacturer to department, 
housefurnishing stores, etc., Southern Cali- 
fornia. Only high grade lines ‘with volume sales 
possibilities considered. Burson, 3930 Toland- 
way, Los Angeles. 


Representative Available 
If interested in representation in the market 
served through Shanghai write James Francis. 
Express, Shanghai, China. Amply 
nanced. 


WANTED 


ANYTHING within reason that is wanted in the 
field served by Electrical Merchandising can 


be quickly located through bringing it to the 
attention of thousands of men whose interest is 
= because this is the business paper they 
read. 


Send for 64-Page Catalog 
illustrating 600 Washing Machine Parts | ad 


WRITE OR WIRE US—NOW! 
SCULLY-JONES & CO., 1905 S. Rockwell St., CHICAGO, ILL. 


SALES AGENTS WANTED 


for old established line of. high grade frac- 
tional and integral H.P. motors, generators, 
gear reduction motors, rotary converters, 
blowers. Some choice territories still avail- 
able. Write, advising lines now handled 
and territory covered. 


AW-519. Electrical Merchandising 
520 No. Michigan Ave., Chicago, Il. 


DISTRIBUTORS WANTED 


for 
PROTOS ELECTRIC VACUUM 
Enclosed filter type. High vacuum. Four models. 
Many outstanding selling points. 
Write for proposition. 
MORRILL & MORRILL 
Sole U. 8. A. Distributors 
30 Church St.. New York, N. Y. 


BUY DIRECT FROM FACTORY! 


NEW VACUUM CLEANER PARTS 
GOLK ELECTRIC WORKS 


ESTABLISHED 1912 
5851 ERIE STREET, CHICAGO 


WRINGER ROLLS 
CYLINDERS 
te Your Sketch or 


Same Day Received « 


CHICAGO SALES & REPAIR CO. 
5225 So. Kedzie Ave., CHICAGO, ILL. 


TRAINED MEN AVAILABLE 


When in need of practical, trained shop mechanics, 
installation or service men, patronize this FREE 
Placement Bureau. We have competent, trained 
graduates available in every locality, to meet your 
requirements. With or without experience. No charge 
to the men or to you. Write, phone or wire. 
UTILITIES ENGINEERING INSTITUTE 
Placement Division 
Wells at Kinzie Street, Chicago 


WILLMAN ELECTRIC 


SUPERIOR—QUALITY—WORKMANSHIP 
Armatures a Specialty 
Vac. Arm.. $1 43 10% Discount on order 
Hoover, $i of 6 or more. 
Drill) and Motor Prices on Request. 
Also Vac. Repair Parts. 
A Trial Order Will Satisfy. 


ARMATURE REWINDING 
All Vac. 125 each Lots 61.15. Lots 12 1.10. 
price on Washer, Refrigerators 
Brushes rebristled, each 25c. 
Parts for all Vacuum Cleaners. 
RELIABLE SUPPLY 
8333-35 12th St., Detroit, M Mich. 


QUALITY REPLACEMENT PARTS 
NO RECLAIMED MERCHANDISE 


Write for Our Complete Catalogue 


REPAIR PARTS & REPLACEMENT CO. 
1214-18 N. Wells St., Chicago, Ill, 


regardless of size, to assure profits. 


See this book on approval—Send the coupon 


The SEVEN KEYS TO RETAIL PROFITS 


By CLYDE 0. BEDELL, formerly Director of Sales and Advertising, Butler Brothers 
443 pages, 6 x 9, Ulustrated, $3.50 


] NTENSELY readable, practical book clearly defines and illustrates the seven funda- 

mental keys of profitable retailing as employed by successful chains and big inde- 
pendents. Then, step-by-step, shows plainly how to apply these keys to any store 
Printers’ Ink says: “.... 


offers just the right 


kind of simple, practical help that the retailer can grasp and use effectively.” 


McGraw-Hill Book Co., Inc. 

330 W. 42nd St., New York City 

Send me Bedell's—Seven Keys to Retail l’rofits for ex- 

amination on approval. In 10 days I will send $3.50 

plus few cents for postage and delivery or return book 
tpaid. (We pay postage on orders accompanied by 

remittance. ) 

Name 
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“Starting from scratch I sold 130 
Fluid Heats the first 9 months” 


. . says Don P. Hobbs 


Oil Co., Malden, Mass., 


Meet Mr. Don P. Hobbs, Manager of the Morton 
who introduced Fluid Heat 
Oil Burners into a new territory and installed 
130 ip the first nine months. 


“4nd 40 of these sales came from satisfied users—in a sec~ 
tion that had never before seen a Fluid Heat Oil Burner!” 


RE you getting 30% of your 

new sales from enthusiastic 
leads supplied by people for 
whom you have installed an oil 
burner? If not, then mail the 
coupon below and learn how. 
Remember—30% was this Fluid 
Heat Dealer’s average for his 
first nine months—in a cold ter- 
ritory! He won't stop there. 
Hell pyramid that 30% year 
after year. Every three install- 
ations will mean an extra sale 
dumped right in his lap. 


Mr. Hobbs says: “People be- 
came enthusiastic about Muid 
Hleat’s freedom from _ trouble. 
They were amazed at how low 
their fuel bills were. Almost 
every person to whom I sold 
a Fluid Heat Burner turned 
around and tried to sell someone 
else for me. And a lot of those 


leads from satisfied 
turned into sales. 


other. 


dissatisfied customer. 


salemen did the job: 


There’s not room here to ex- 
plain how Fluid Heat’s Rotary 
Wall Flame, Flameflez and other 


features keep customers’ 
costs and dealers’ service 


customers 
We sold five 
burners from one Fluid Heat 
installation, and four from an- 
Of the 130 Fluid Heat 
purchasers, there isn’t a single 
Three 


fuel 


costs 


amazingly low. There’s not room 


to tell why 
actually go out and try to 
Fluid Heat Burners to 


Fluid Heat users 


sell 


their 


friends, relatives and neighbors. 
But you can get all the facts 


by 


Learn (without obligation 


mailing the coupon below. 


or 


cost) why Fluid Heat will pyr- 


amid 
Mail the coupon—NOW ! 


Conversion Burners 


Oil Burning Boilers 


your oil burner profits. 


MAIL THIS COUPON NOW 


Frum Hear Division 


Street . 
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Anchor Post Fence Company 
6905 Eastern Ave., Baltimore, Md. 


I’m interested. Send me the facts telling how we can 
make more money selling Fluid Heat. 


ELECTRICAL MERCHANDISING 


Vol.51, 


No.5 


ALPHABETICAL INDEX TO ADVERTISERS 


This index is published as a convenience to the reader. 
Every care is taken to make it accurate, but Electrical Merchandising 
assumes no responsibility for errors or omissions. 
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Junior Induetion 
Type 
Non-Oscillating 
A.C.—60 cycles 


8” Induction Type 
Oscillating 
A.C.——60 eycles 


8” Induction Type 
Non -Oscillating 
A.C.—60 eycles 


10” Induction Type 
Oscillating 
A.C.—-60 cycles 


sales! 
right. 


THE FITZGERALD MFG 


SEASON 
1934 


STAR-Rite Fans 


10” Induction Type 
Non -Oscillating 
A.C.—60 cycles 


2” Oscillating 


Af cycles 
D.C.—-60 eyeles 
16” Oscillating 


60 cycles 
D.C.—-60 cycles 


STAR-Rite Fans have what it takes to make 
Features that attract. 
And quality of material and workman- 
ship that guarantee dependability and an ab- 
solute minimum of servicing. 


Prices that are 


Send for complete catalog and list prices. 


. CO., Torrington, Conn. 
Makers of MAGIC MAID Electric Mixer and Juice Extractor 
and STAR-Rite Appliances 
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Exclusive Features 


ELECTRICAL MERCHANDISING 


these three 


STEBL 
RETAINER 


2 


No End-Play Noise 


Sealed Lubrication 


A sure way to a satisfied customer 


Delco is the only motor offering these three 
exclusive features—features which will ulti- 
mately win satisfied customers. Delco Vulcanized 
Rubber Cradle Mounting completely isolates all 
motor hum and vibration. It allows full shaft 
flexibility and curbs any tendency to shaft mis- 
alignment. Delco Sealed Lubrication prevents 
over-oiling and danger of seepage—a Delco 
always runs clean! Lubrication is sealed-in at 
assembly. From shipment to final installation, 


there is nothing to worry about—for the oil is 
there to stay. The No End-Play Noise feature is 
permanently built-in and prevents objection- 
able shaft end-play noise. Adjustment is never 
necessary because of the special cork end-play 
cushion which compensates for any wear. These 
three features, plus Delco’s high manufacturing 
standard, stamp the mark of quality on all 
appliances powered with Delco motors. Delco 
motors are a sure way to satisfied customers. 


May, 1934 
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THRUST 
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DELCO PRODUCTS CORPORAT ION Dayton, | hic ‘ 


Kelvinator Announces a New 
Pressure Type Oil Burner 


Dealers flocked to see this new Kelvinator burner at the 
¢= National Oil Burner Show in Philadelphia. They liked 
it—and they told us so. 


Their interest was due in part to the widespread demand for 
domestic burners of the pressure type. But they also recognized 
the fact that this burner comes on the market with ready-made 
acceptance— because it bears the Kelvinator name and is backed 
by Kelvinator experience, resources and public good will. 


We believe this new Kelvinator product represents the highest 
development of pressure type burners. A compact, economical, 
highly efficient unit—with the added “eye appeal’”’ of its beauti- 
ful chrome and blue finish—it embodies the best characteristics of 
existing design, refined by years of engineering study and effort. 


Why This Franchise Is Desirable 


If you are interested in the largest possible sales and profits in 
this field, why not concentrate on standard equipment that 
gives you complete coverage of your market? The Kelvinator 
program includes not only various types of conversion oil 
burners, but a combination boiler-burner unit, automatic gas 
heating equipment, and a full line of summer and winter air 
conditioning units. Write or wire for details of this opportunity. 


KELVINATOR CORPORATION «+ DETROIT 


(415) 
OIL BURNER DIVISION 
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